














The Selling Plan 





Back of X-Ray Reflectors 


To the Electrical Trade 
of America: 


With the beginning of a new year, we inaugurate 
a revised plan for distributing X-Ray Reflectors. 


Sales to Others Than Jobbers 


Previous to this time is has been our custom 
to sell X-Ray Reflectors to the jobber, dealer, 
isolated plant and consumer direct —when ordered 
direct—at a scale of discounts amply protecting 
each class of the electrical trade. 


Our Creative Work 


This plan has been readily recognized and 
acknowledged as a practical one—particularly 
because of the expense of the large amount of 
creative work necessary on our part, through our 
own organization, to introduce and standardize 
the various lighting appliances we have produced. 


Two Groups of X-Ray Products 

In the early years of our existence experience 
taught us that our products naturally gathered 
themselves into two groups, which we have long 
termed ‘Direct Lighting Products”? and ‘‘In- 
direct Lighting Products.” 


“Direct Products’’ Group 

The ‘Direct Lighting’’ group has included 
show-window reflectors, industrial lighting reflec- 
tors, show- and wall-case lighting equipments, 
flood-lighting projectors, and the fittings, parts, 
etc., which are used in connection with same. 


“Indirect Products” Group 

The “Indirect Lighting’”’ group has included 
fixtures, appliances and reflector equipment of 
many styles for indirect lighting purposes. 


Cataloging of Groups 

These groups have long been cataloged separ- 
ately—the “Direct” group catalogs being 
numbered, as Catalog 21, etc., and the ‘“In- 
direct’’ group catalogs being Jettered, as 
Catalog F, etc. 


Marketing of Groups 

As the proper marketing of X-Ray products 
naturally divided them into two groups, and as 
such a division has resulted in the successful 
development of a large demand for these prod- 
ucts, we fixed a policy, some years ago, of dis- 
tributing the “Direct”? group through the elec- 
tricalsupply jobbers, while the “‘ Indirect’ group, 
being largely in the nature of a “‘ chandelier ”’ line, 
was marketed through “‘chandelier’’ outlets. 


Supply Jobbers Successful with 
*‘Direct’’ Group 


The electrical supply jobber, therefore, has 
rendered valuable assistance in the distribution 
of such X-Ray products as were naturally a part 
of his stocks, and to him we express our thanks 
and appreciation. 


Demand Constantly Increasing 
The work of our own organization direct with 
all classes of purchasers has created a constantly 


New York 


increasing demand, which finds its way to our 
distributing jobbers, and also has resulted in 
many orders being sent direct to us. 


Dealers’ Orders Filled by Us 


These orders have been filled by us at the 
same prices at which we recommended our jobbers 
sell such purchasers. While this business has at 
no time amounted to any considerable portion 
of the “‘ Direct Products”’ sales, it is interesting 
to note that its volume is diminishing. 


Supply Jobbers Merit 100% Support 


Thus we find immediate evidence that X-Ray 
distributing jobbers by carrying ample stocks, 
and by consistent creative selling effort on our 
products, have reached a position which merits 
further recognition. 


AllSales Now Through Supply Jobbers 


We announce, therefore, that beginning on 
January 1, 1920, and continuing thereafter in- 
definitely, all X-Ray ‘‘ Direct Lighting Products’’ 
as shown in our numbered catalogs (Catalogs 21 
and 21-Junior now current) will be sold only 
through X-Ray distributing jobbers, excepting 
in New York City and Chicago, where large local 
X-Ray sales organizations exist. 


Other Purchasers Referred to Jobbers 

Orders received from purchasers (outside of 
New York City and Chicago) other than X-Ray 
jobbers will be respectfully returned and the 
purchaser requested to deal with the nearest X- 
Ray distributor, or his regular electrical dealer 
(if a consumer). 


No Change in Prices or Discounts 


There are no changes in prices or discounts, 
nor will the creative efforts of the X-Ray organ- 
ization be relaxed in the slightest degree. On the 
contrary, greater efforts than ever before will be 
extended as rapidly as possible. 


Quotations to Other than Jobber 

We reserve the right to quote any class of 
purchaser at the recommended resale prices, 
f. o. b. the nearest stock. 


“Indirect Products’’ Marketed 
as Before 

X-Ray “Indirect Products”’ will be marketed 
as in the past, distinctly and positively separ- 
ated from ‘Direct Products,’’ and at one price 
to any legitimate member of the electrical trade. 


Co-operation on “Indirect 
Products” Sales 

To those interested in active local creative 
work on this part of our product we offer an 
attractive co-operative arrangement, where the 
territory may not already be under contract. 


We Thank You 


To the electrical trade of America, we offer 
our sincere and hearty thanks for their co-oper- 
ation in bringing about the present widespread 
use of X-Ray Reflectors. 


San Francisco 


NATIONAL X-RAY REFLECTOR CO. 


CHICAGO 
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NEXT MONTH 


HE most difficult task in editing this 

first issue of THe Jopper’s SALESMAN 
was that of trying to find space for the 
many valuable articles and features that 
we would have liked to include. 

In the March number we will start two 
new departments that will appear regu- 
larly thereafter. One will be a depart- 
ment of dealer helps, illustrating and 
describing the sales help that manufactur- 
ers provide for their dealers. As _ the 
point of contact between the manufac- 
turer and these dealers you should not 
only keep posted on these helps but should 
be in a position to instruct your dealers 
how to utilize them to the best advantage. 
The second new department will comprise 
a summary of the current trade news, not 
only of the electrical industry, but includ- 
ing business conditions in general. The 
value of such news to the salesman is 
obvious. 


EORGE A. HUGHES, president of 

the Edison Electric Appliance Co., 
has written a comprehensive article for 
the March number. He presents some 
startling figures on the appliance situation 
that every salesman should read. 

P. A. Powers, one of the leading adver- 
tising executives in the industry will tell 
how jobbers’ salesmen can capitalize on 
the advertising of the manufacturers. 
Thousands of dollars are being spent each 
month by electrical manufacturers to 
reach the same fields that you cover. Are 
you working together? 

The credit man sits calmly at his desk 
and rejects new accounts that you have 
struggled hard to land. Every salesman 
knows that there should be much closer 
co-operation between the sales and credit 
departments but what form should it 
take? Frederic P. Vose, secretary of the 
Electrical Credit Association, contributes 
a valuable article on this subject for the 
next issue. 

There will also be articles by Frank B. 
Rae, Jr.. W. E. Underwood and many 
others. Also, the departments and other 
features will be bigger and better than 
ever. 
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Our Faith in Your Future 


@ One year ago today economic America hesitated on 
the brink of an Uncertain Future. Before the first half 
of 1919 elapsed, business leaped forward with unmistak- 
able certainty. €Nineteen-nineteen closed with Actual 
Sales in every branch of the electrical industry, astound- 
ing even the most optimistic. @ The New Year already 
promises to break all previous records. The Square D 
Company welcomes this opportunity to say to Jobbers’ 
Salesmen everywhere that we believe that this New Year’s 
wave of Unprecedented Prosperity is the legitimate Re- 
vival of the Reconstruction Period. € The time is at hand 
for the economic expansion abnormally delayed by the 
Great War. The construction of Houses, Office Build- 
ings, Factories and Electric and Steam Railroads must 
be and will be attended to at once. Nineteen-twenty 
will Register as the most Wonderfully Productive Year 
in History. @ This is the Faith of the Square D Company. 
@ This is the Future that we see for You, a Future lim- 
ited only by your own efforts. It will be a year when 
you will come into your own; a year for the exercise of 
the Best Brand of Sales Ability that you can command. 
@ Nineteen-twenty, Mr. Jobber’s Salesman, is your Big 
Opportunity to ride the Crest of Prosperity to a Higher 
Plane of Salesmanship. 


This is the first of 

a series of twelve 
personal messages to 
Jobbers’ Salesmen from 
The Square D Company, 
Detroit, Michigan. 
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MAKING OUR BOW 


ERE is your magazine. 
We call it THE JOBBER’s SALESMAN so there can be no mis- 


take about it. 

It is a magazine of the salesmen, by the salesmen and for the 
salesmen—and nothing else. 

Jobbers’ salesmen have always felt the need of a magazine of 
their own. . 

—of a medium that won act as a clearing house for the inter- 
change of sales ideas and suggestions. 

—of an interesting, readable newspaper that would analyze 
and digest the developments in this great industry of ours. 

Well, here it is. Not complete by any means but a start, 
and in the right direction we hope. Our only aim is to help you. 
Our success depends entirely upon your interest and co-oper- 
ation. 

THE JOBBER’S SALESMAN was suggested by salesmen. Its pub- 
lishers are salesmen, its articles are written by salesmen and its 
readers are salesmen. | 

Your job as salesman for an electrical jobber is the hardest 
job.in the industry. You are expected to know the uses and sell- 
ing points of some 5,000 products, just as the manufacturer’s 
salesman knows his own line. You are expected to develop the 
contractor-dealer, give technical assistance to the industrial plant 
and educate the central station. You must create good will for 
the jobber, yes, and when necessary justify his very existence, 
seek new outlets for our products, adjust complaints, pass on 
credits and what not. 

These are your problems, hence, they are our problems. Their 
solution is simple if we all work together. 

Considerable interest has already been manifested in THE JoB- 
BER'§ SALESMAN. Jobbers almost without number have endorsed 
the idea and pledged their support. Manufacturers have wel- 
comed the opportunity to tell their story to you directly. 

Now it is up to you. 

We want your interest and your support. It isn’t enough that 
you read the magazine each month. We want you to write us of 
your experiences. Perhaps they will help the other fellow. Tell 
us also of your troubles. Perhaps the other fellow can help you. 

THE Jopper’s SALESMAN is your paper. Help make'it a success. 
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This Message Inspires Us 
As Much As It Should You 


SUCCESS 


It Means First Knowing Your Ambition — The Goal You Are Seeking. 
Bill Was a Jobber’s Salesman and Talks from Experience 


By W. L. GOODWIN 


In busi- 
ness it is measured in terms of dollars. In science 

and art in terms of results. 
tion of the two. But in human activity generally it may 
be one or the other, or a combination of both, dependent 
upon our mental attitude. 

To measure your success as a jobber’s salesman, you 
must first know your ambition. What is the goal you 
are seeking? To help you 
attain this success, I take 
it, whatever your ambition 
may be, is the object of 
this new publication. 


Greet may be measured in many ways. 


Invention, a combina- 


THE JOBBER’s SALESMAN 
being a business venture 
its publishers will measure 
their success in terms of 
dollars, but their approach 
to you, Mr. Reader, must 
be of such a relationship 
that the message you seek 
in attaining your success 
is totally dependent upon 
your ability to present in a 
concise way human-inter- 
est stories that take you to 
your goal. And it may be 
an entirely different goal, 
as I have already outlined. 

What is your ambition? 
Is it to be the best jobber’s 
salesman, measured both 
from the standpoint of em- 
ployer and employe with 
the permanency that fol- 
lows such recognition? Is 
it to be the highest price 
jobber’s which 
can be measured only in 
periods of prosperity and 
does not carry with it the same permanency as would 
follow the best salesman? Have you ambitions to fill a 
public responsibility? Have you felt the joy of serving 
an industry and an employer in a most effective way with 
the gratification of seeing your ideas molded into results 
and the reward coming from the admiration of your asso- 
ciates? Have you ambitions to become a captain of indus- 
try with your period of salesmanship but a stepping stone 
to bigger things? Have you felt the need of a helping 
hand from your trade to the extent that this need dictates 


salesman 
us all profit from it. 





W. L. Goopwin 


Everyone in the electrical industry knows of Bill Good- 
win and the work he is doing. Many attribute the remark- 
able development of retail outlets in the industry to his 
untiring efforts. The Goodwin Plan is here to stay. 


to you the advisability of sacrificing personal profit and 
sometimes a slight commission, that your dealer friend 
may make a more profitable or satisfactory purchase? 
Does your ambition inspire you to such an extent that you 
ofttimes forget your responsibilities to an industry capa- 
ble of rendering such a wonderful and helpful public 
service and fail to contribute a part of your personal time 
after hours in study or attendance at trade meetings? Or 
are you just one of the get- 
by type who gives to his 
employer and the industry 
that supports him just as 
little as he possibly can 
in brains and physical ef- 
fort and perhaps receive a 
compensation measurable 
thereto? 

Whatever your ambition 
you have, no doubt, felt 
keenly the handicaps en- 
countered in the attain- 
ment of your goal. Trade 
publications have been of 
three groups: commercial, 
engineering and financial. 
The electrical industry has 
long felt the need of the 
personal or human-interest 
publication that would 
present the story in such a 
way that the individual 
salesmen numbering such 
a large and important part 
of our industry may ac- 
quire that knowledge so 
long lacking and yet such 
an important factor in in- 
dividual success. 

The rapid evolution tak- 
ing place in our industry 
and in which the jobber and dealer will play an im- 
portant part clearly indicates that the future offers 
wonderful opportunities for retail development. Our 
future retailers will comprise largely existing contractors 
and in many cases jobbers’ salesmen. e 

The relationship of the jobbers to the dealers, dealer 
and jobbers’ salesmen to the manufacturer and all to the 
central station will be affected favorably or otherwise in a 
large degree by the jobber’s salesman of today and to- 
He represents an army of more than 5,000, 


Let 


morrow. 
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continually traveling the country and making contact with 
all groups. His ability to grasp his responsibility and 
to effectively perform will, in the final analysis, measure 
his success. 

With a broad knowledge of all of these factors, backed 
up by many years of practical experience in the electrical 
publishing business, Messrs. Ehrlich, Merkel and For- 
brich have conceived the need of Tue Jopper’s SALESMAN 
and due to their untiring effort they have seen the ven- 
ture develop to be a real live thing. The first step of 
success has been attained. Reputation comes from per- 
formance. It has to be first won, then held. These gen- 
tlemen have a reputation for performance. Theirs is 
not the jobber’s job but the publisher’s job and they 
have been able to see clearly their field and to appreci- 
ate their responsibilities. And to you, Mr. Reader, be 
you jobbers’ or dealers’ salesmen, you are indeed fortu- 
nate to have such men launch such a project as a means 
to helping you attain your ambition. I keenly appre- 
ciate the hundred and one problems that you have 
struggled with and still seek a solution of, and I suggest 
that you look for this solution in future issues of this 


much needed publication — Tue Jospper’s SALESMAN. 

In the development of the Goodwin -Plan I was ever 
mindful of the human interest side as the only means of 
enlisting the jobber’s salesman as a permanent ally of 
my plan. If you have conscientiously followed it, has it 
not helped you to attain your ambition? Feeling that 
THe JosBer’s SALESMAN has that same human interest 
and reward for personal effort, makes it a pleasure to 
contribute this idea, and do my bit in future contributions 
as a means of helping that large family of brothers in 
the industry of which I was a suffering pioneer, due as 
I now see it to the lack of a jobber’s salesman publica- 
tion. The want has been supplied. Let us grasp the 
opportunity that is here. 

The editors possess the ability to analyze ambition and 
I am looking with keen pleasure to future issues that I 
may feel the joy of the other fellow’s viewpoint and his 
suggestion as to the smoothest, safest and quickest way 
to attain my goal: 

“An efficient, effective industry stabilized and profit- 
able, held in pride by both public and trade and as for 
me—retirement to California farm fields.” 


HUTUUUUOUUOUOULUULOUUUG LLU 


The Future in the Industry for the 
Jobber’s Salesman 


By FRANKLIN OVERBAGH 


Secretary, Electrical Supply Jobbers Association 





future of the Electrical 
points to 


HE 
Supply 


Salesman 


The General 


dustrious, wide-awake, up-to-date 


salesman, 





success or failure in the same 
direction as in every other line of en- 
deavor. Success surely follows indus- 
try, perseverance, intelligent thought 
and study. Failure comes with indif- 
ference, thoughtlessness and laziness. 
The problem lies entirely with the 
individual. 
legs and not expect to be supported 
by others. 

Every man who earns a living must 
settle in his own mind what kind of 
living it will be. He can make his 
work profitable to his employer as 
well as to himself, or he can do the 
opposite and be of no use to his em- 
ployer or himself. It means work, 
very hard work, to stand at the top. 

The Electrical industry has started, 
and is going along in a very small 
way in comparison with what it will 
be in the near future. There is no 
industry that can offer greater induce- 
ments than the Electrical for the in- 


He must stand on his own 








FRANKLIN OVERRAGH 


A Pioneer in the Jobbing Field 


Today, tke opportunities in the elec- 
trical industry are greater than ever 
before. 
work the public is beginning to appre- 


After years of educational 


ciate the advantages of electricity. 
This applies not only to the home, 
where the demand for labor-saving 
appliances has greatly exceeded the 
supply, but also to factories, offices 
and farms. 

All of this means that the electrical 
industry will continue to grow at a 
faster rate than ever. Manufacturers 

will expand and new ones will make 

their appearance, many new retail 
stores will be established and central 
stations will have to increase their 
capacity and add to their present dis- 
tributing systems. 
Electrical jobbers and their sales- 
» men will play an important part in 
this expansion. How great a part 
depends upon you. Will you do your 
part? 
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Do You Compete With Pull- 


man Porters? 


A Story Every Traveling Salesman Should Read 
By FRANK B. RAE, JR. 


N writing an article for traveling men it is usual to 
begin by reciting the story of the cow which walked 
herself to death, thus: 

Once a Certain Cow thought that the Grazing in 
her immediate environs was Punk, but Observed 
plenty of Green Kale on a far hillside, so threw 
the Clutch into High, and Made Tracks for same. 
But always the Alluring Alfalf appeared Far Away, 
so that before she Caught Up with it she was wholly 
Out of Gas, and so laid down and Died. Moral: 
Distance lends Enchantment but eats up Mileage. 
This story, I repeat, is the accepted opening blast for 

articles addressed to road men. Also it is told by speak- 
ers at traveling men’s feedfests, and asthmetic auditors 
repeat it wheezily as they shake wise heads over weakly 
camouflaged expense accounts. The only trouble that I 
can find with the story is that it’s true. 

The title “traveling salesman” is a misnomer, like “gen- 
tlemanly bouncer’. A fellow who is a bouncer is no 
gentleman while and during the time he is engaged in 
bouncing—if one ever operated on you, you will realize 
how true this is. And similarly no normal man can travel 
and sell at the same time. 

This all seems very simple and elementary when it’s 
set down in type, but amazingly few firms seem to com- 
prehend it during business hours. On the contrary, all 
our ideas and office jargon lead us away from this 
simple truth. For instance, we speak of Old John Soanso 
“covering” a certain territory, we speak of “route sheets” 
and “trips” and “jumps”, all as though these were the 
vital factors in sales success. 

But imagine a factory superintendent talking about his 
line of work that way. “We used up ninety tons of coal 
last week, and a barrel and a half of lubricating oil, and 


wore out six belts—some week’s work, I’ll tell the world!” 
Or suppose the bookkeepers talked about the number of 
bottles of ink they used, or the stenographers expressed 
their typistic accomplishments in terms of carbon-paper 
consumption, or the shipping clerks measured shipments 
by the quantity of lamp black required to mark the out- 
going packages! You'd think—and for once in your life 
you'd be right!—that the organization had qualified for 
the booby hatch. 

But the traveling force is judged in exactly this ir- 
“That man Smith is a world-beater’, 
boasts the Boss. “He gets over his territory six times a 
year as regularly as Congress votes pork. He knows 
more towns than Rand-McNally, and more about trains 
and trolleys than the Railroad Administration.” 

“But does he sell any goods?” asks the iconoclast. 

I guess he gets his share.” 


-ational way. 


“Oh, he’s a so-so salesman. 
* * 


Business is measured in dollars, not in territory. The 
value of a road man is measured in sales, not in mileage. 
The only time that counts in the net result of a salesman’s 
work is the time spent with or studying the customer and 
his problems. 

Wise jobber executives are beginning to understand 
this truth, and are paring down territories. But some 
salesmen who have not yet had the corners filed off their 
heads, do not seem to understand it and are letting out 
loud and blasphemous yawps of resentment at the paring 
process. It is the writer’s job to show that the execu- 
tives—accidentally, no doubt—are in the right. 

Territory is marked off on a map. Maps are funny 
lines on a piece of paper which enable us to visualize 
distances and locations. 





“Tr Mireace Were THE Basis For VaLurinc TRAVELING MEN, I’> Hire Me a Crew or PULLMAN Porters.” 
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A map will tell you how far one place is from another 
but it won’t tell you how much business you'll sign when 
you get there. A map will tell you that there are six 
“good towns” in the territory allotted you, but it won’t 
tell you that a couple of boys named Garber have built up 
a million-dollar department store in a town with a fourth 
class postoffice. A map will tell you that New Philadel- 
phia, Ohio, is two hours by train or trolley from any place 
on earth, but it won't tell you that a little factory there 
is going to buy over a thousand miles of reinforced cord 
and a quarter of a million separable plugs in 1920. 

From which you will gather that maps are deceptive— 
or rather, secretive. They trick you into thinking of your 
sales possibilities in terms of territory instead of terms 
of dollars. They emphasize the convenience of traveling 
by trunk-line railroads so that you hop from place to 
place like an energetic flea, instead of snuggling down 
like a pup to a teat and gathering to yourself the nearest 
available nourishment. 

In thus upbraiding and denouncing maps, I refer only 
to the sort widely sold by Messrs. Rand, McNally & 
Company in this country and the Maison Taride abroad— 
maps in pink and blue and green tints such as adorned 
the geographies of our schoolboy days. There are—or 
should be—another sort of map for salesmen, maps which 
will tell something about business. The insurance people 
have maps like that. When you go to have your home or 
your place of business insured, the man on the job reaches 
down and digs out a book of maps. In it he locates your 
premises, and he knows from his map that you occupy a 
two-story frame house with a mansard roof; that your 
next door neighbor stores forty-six gallons of gasoline 
in the shed abutting your furnace room; that the house is 
twenty years old, and according to the law of averages 
will burn down on September 32nd, 1933. 


Maps like that are of some use. They don’t tell you 
how to get somewhere else in a hurry; they tell you some- 
thing about the place where you're at. Instead of empha- 
sizing the locations of good hotels and big time vaudeville 
houses they emphasize possibilities for four-figure orders 
and a larger slice of the added compensation which the 
firm hands out to the go-getters. 

Any man can make such maps for himself—in fact, if 
you want one you'll have to make it for yourself. 

Take, for example, a map of retail appliance trade in 
any town. Electrical appliances are sold by electric 
shops, central stations, department stores, hardware 
stores and drug stores. Spot the locations of all these 
stores on a map of the city and then start out. 

You'll find that some of the stores don’t handle elec- 
trical stuff, but you will also find that those who do 
handle our lines do a business about four times as big as 
you expected. There’s a department store in a middle 
west city, for instance, which expects to turn a million 
dollars in its electrical department this year—and I'll 
bet my shirt a hundred jobbers’ salesmen have passed it 
in the last month without even stepping inside. 

You will find out that the manufacturers are getting 
about half the department store business and 10% of 
the hardware and house furnishing store business direct ; 
that the hardware and house furnishing goods jobbers are 
selling about one-third of the electrical stuff to the retail- 
ers in these lines. 


When you let out a wild shriek about the direct. pur- 
chases, you will find that the manufacturers sell depart- 
ment stores direct because they have to, or lose the busi- 
ness; that electrical jobbers have not penetrated this 
trade in any broad way. 

O, you'll learn a-plenty when you start deliberately to 
map and chart the non-electrical store trade in the six 
biggest towns in your territory, but the most important 
thing you will learn is this: 


There is more business to be had from the retail stores 
in your territory than one man can take care of. 


Leaving out of consideration the wiring supplies, line 
material, industrial plant equipment and incandescent 
lamp business—forgetting the contractors and the light- 
ing companies and the isolated plants and the big indus- 
trials—there is more business in merchandise alone than 
one man can handle. Not only is that true, but the mar- 
chandise business is growing so fast that next year it will 
probably take two men to handle it in your territory. 

All of which simmers down to this: The time has come 
when the jobber’s traveling salesman must spend less time 
in traveling and more energy in selling. He must make 
less territory yield more sales. 

What profits it to have a whole state to travel anyway ? 
You're not paid by the mile. If mileage were the basis 
for valuing traveling men, I’d hire me a crew of Pullman 
porters or a couple of mail plane aviators. They’re the 
birds who eat up mileage, if that’s what you want! 

What profits it, I ask, to have’ a whole state, or New 
England or the Pacific Coast, or some similar wide ex- 
panse? You make a town, grab an order or two, and taxi 
to the train. As you dash for the station you bump into 
the salesman for a hardware jobber, just arriving. He 
starts down the street which you have just taxi’d up, 
and garners the orders that you were traveling too fast 
to see. Instead of selling wash boilers and dish pans he 
is selling washing machines and electric dishwashers. In- 
stead of peddling Mr. Dietz’s well-known lanterns he is 
signing up agents for Mazda lamps. You, in your hasty 
visit, wrung an order for a dozen flat irons out of the 
contractor-dealer to whom you sell wire and supplies, but 
this hardware guy oozes out of the leading department 
store with an order for a thousand irons, the bill for 
which will be discounted. 

You're traveling; he’s selling. 

Territory is measured in dollars, not in square miles. 
Get that fact fixed in your mind. In your particular al- 
lotment of territory, there may be no merchandising busi- 
ness such as we have used above to illustrate our point, 
but there is some kind of business which will repay inten- 
sive cultivation. Sell your touring car and buy a culti- 
vator. 

Territories are growing smaller every year. That is 
inevitable, because the electrical business is growing 
“thicker”. Traveling-men are making shorter jumps be- 
cause the orders are closer together. The wise salesman 
will recognize the conditions and use it to his advantage. 

Which brings us to the well-known story of the cow 
which walked herself to death, thus: 

“Once a Certain Cow thought that the Grazing—”’ 

But I guess you've heard that story. 
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Right and Wrong Ways of Sell- 
ing Factory-Lighting Equipment 


Suggestions That Will Aid You in Closing This Business 
By W. E. UNDERWOOD 


A GREAT deal has been written in favor of selling 


as distinguished from mere order taking. The sil- 
ver-tongued knight of the road who can charm 
business men into buying things they do not want, has 


MAN, FIREMAN — SAVE 
MY CHILD!!! 





give 








Is THis tHe Arrirupe You Take Towarps LigHtTIneG 
” e 
EQuipMENT? 


medals pinned all over him by admiring sales managers. 
Other less spectacular salesmen turn in just as great a 
volume of business, much of which is frankly obtained 
through the uninspiring drudgery of mere order taking, 
and they get neither fatted calf nor beating of tom-toms. 
As a basis for judging the one commodity salesman, 
straight away selling may not be far wrong, but it is nix 
for the jobber’s salesman, handling not one nor even a 
dozen products, but literally thousands of varied com- 
modities. It is not humanly possible for him to aggres- 
sively sell all of these lines. 

The job of being a jobber’s salesman therefore con- 
sists partly of honest-to-goodness selling and largely of 
order-taking. However, all jobbers have at least four or 
five lines that are leaders—lines which are in big demand, 
which offer a good profit margin and in which sales may 
be expanded. These are the things which the jobber’s 
salesman is called upon to sell; for everything else that is 
listed in the jobber’s catalog, he is an order taker. 

Among the leaders handled by practically every elec- 
trical jobber is lighting equipment, and as fully one half 
of all lamps and lighting equipment are sold to factories, 
the electrical jobber’s salesman should know much, not 
only about lamps and reflectors, but about how to sell 
them. 


Sell the Effect, Not the Means 


Suppose, just for example, you were selling fire extin- 
guishers, how would you tackle it? Would you talk about 
the shape and size and shiny appearance of the extin- 
guisher, the quality of the metal and the chemical com- 


position of the contents? Would you even enter on a dis- 
cussion of whether your device would actually put out a 
fire? On the contrary, wouldn’t you picture to your pros- 
pect the many dangers of fire, the value of being able to 
combat a blaze immediately after it started and the feel- 
ing of safety that he would experience in being prepared 
for such an emergency? In other words, you would first 
sell the effect of having a fire extinguisher before intro- 
ducing the extinguisher itself. You have only to read any 
Pyrene advertisement to see that just such a plan is 
actually followed. 


A few years ago the automobile salesman talked horse- 
power and mechanical construction and a lot of other 
things that were pure Greek to most prospective buyers. 
However it didn’t take the auto salesman long to find out 
that he was on the wrong trail. Now, when you go in and 
ask about a car, the salesman just boosts you up into the 
driver's seat and gets your hands on the steering wheel. 
He knows your imagination will paint pictures of your- 
self driving that car along smooth roads lined with beau- 
Then he talks lazily about the comfortable 
seat, the leg room, the lines of the car, the fine job of 
paint work—things you can see. When you get the bus 
home you find you’ve forgotten to ask whether or not it 
has an engine. 


tiful scenery. 


The same ideas apply in selling factory lighting equip- 





INCREASED PRODUCTION 
8 to 30% 


AVERAGE INCREASE 
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Tuese Are THE Resutts From Goop Factory LigHt1ne 


ment. There are right ways and wrong ways. The right 
ways are those which get the business and invariably they 
are logical, so that after using a wrong method for years 
and finally blundering on the right way, we mutter “solid 
ivory’ and wonder why we didn’t think of it before. 


The first big step in selling factory lighting equipment 
is not to sell it. That’s just where we fell down for 
years. Put yourself in the place of a factory manager— 


(Continued on page 69) 
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Don’t Let the Public Swelter 


A Little Story That Shows How the Salesman Can Help the 
Dealer Market Electric Fans 


ager, please,’ he said to the clerk at the 
counter. 

“Oh, you want to see Mr. Arnold. Just a minute.” 

When that gentleman came forward he was handed a 
card along with the words: ‘Jones, of the Blank Elec- 
trical Supply Co. First time I’ve made your town. One 
of my friends told me the other day that you had started 
an electric store here, and I dropped in to find out if we 
could do anything for you. You certainly have a nice 
looking store.” 

“T’m glad you like it; we did the best we could,’ was 
Arnold’s way of passing off the compliment. 

“How are you, pretty well stocked up?” said the sales- 
man, 

“Yes, I am,” answered Arnold. 

““How’s business?” 

“Oh, as good as could be expected this time of year, I 
suppose.” 

“Did you do well with Christmas trade?” 

“Not very well.” Arnold smiled rather grimly. 

“That’s strange. What was the trouble?” queried 
Jones. 

“Well, you see I didn’t open the store until the first 
part of January. I expected to get started in December, 
but most of my stock didn’t come in time.” 

“T suppose you got your orders in a little late. By the 
way, weren’t you in the contracting business here before 
you started the store?” 

“Yes; I did most of the contracting for the power com- 


“(SG OOD morning, sir; I’d like to talk to the man- 


pany here for several years. They used to carry a stock 
of appliances in their branch office here, and last summer, 
when the company decided to stop selling appliances, 
they suggested to me that I start a store. It looked like 
a good proposition in connection with my wiring business. 
But I couldn’t get a good location until early in the fall. 
I thought I had lots of time to get started before the 
Christmas rush, but my fixtures and stock came in so slow 
that I couldn’t open up until after the first of the year. 
I had no idea it would take so long. It cost me a lot of 
money.” 

“Well, that’s what we're all up against. Pretty nearly 
every manufacturer in the business is oversold anywhere 
from a week to six months; production simply can’t keep 
up to the demand. It would be bad enough if the demand 
was just ordinary, but around Christmas time we're 
swamped—electrical devices for holiday gifts are getting 
more popular every year.” 

“IT suppose that’s all true enough. But I sheuldn’t 
think a fellow should have so much trouble getting a few 
hundred dollars’ worth of appliances,” objected Arnold, 
making it plain he didn’t like the way things had gone 
for him. 

“The manufacturers have been doing their best to in- 
crease production,” explained Jones. “Shortage of raw 
materials and labor have kept things back. But condi- 
tions are getting better every day and it won't be long 
before deliveries are prompt.” 

“T hope so,” said Arnold with finality. 

(Continued on Page 71) 
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national prominence market their products by means 
of retail stores operated by themselves, none of them 
attempt to do a jobbing business. 

This would indicate that the business of jobbing is a 
highly specialized function; and is a practical concession 
that it can be successfully carried on only by specialists. 

Particularly is this true of the electrical industry, 
where only a negligible number of manufacturers engage 
in retailing, and practically all recognize the usefulness 
of the jobber by marketing their products through him. 


Usefulness of Jobber 


What is true as regards the usefulness of the electrical 
jobber to the manufacturer, is equally true, and with 
multiplied force, concerning the jobber’s own customer. 
As to the manufacturer, the jobber bears usually the 
simple relations of warehouseman and salesman. With 
reference to the jobber’s customers, the relationship be- 
comes closer and much more complex. In addition to 
carrying a stock of goods for him, the jobber acts largely 
in an educational capacity toward his customer. By 
means of salesmen, he keeps his trade posted regarding 
new or improved devices; assists the customer in solving 
his technical and merchandising problems; and in gen- 
eral, helps to keep him in touch with the outside world. 

Not the least important part of the jobber’s usefulness 
to his customer is the act of becoming banker for him 
in times of stress. This is especially true of the electri- 
cal contractor and the small retailer. Very few contract- 
ing concerns are started by the investment of capital. 
Very likely 90 per cent of all existing contracting busi- 
nesses were started, first, by securing a wiring job, after 
which came the question of financing it. It is quite pos- 
sible that all of this 90 per cent were at one time or an- 
other dependent upon the jobber to keep their heads 
above the tide of financial disaster, and it is also true 
that a goodly number of them still use their jobbers for 
this purpose when occasion arises. 

These facts are well known and for years have been 
conceded by those interested in the electrical field. They 
are enumerated here only for the purpose of emphasizing 
the further fact that if they were true five years ago, they 
are of multiplied force today in view of the remarkable 
impetus developed in the. business during and since the 
war period. The demand for electrical appliances, both 
for building and industrial purposes, as weil as for house- 
hold conveniences, has grown at a pace exceeding the 
expectations of the most sanguine, and almost beyond 
the comprehension of all but the closest and shrewdest 


Ll: is significant that while many manufacturers of 


Why Electrical Jobbers 


__By W. R. HERSTEIN 
are Necessary ten nt, Electric Supply Co. 


Facts That Salesmen Should Know About Their Own 
Game to Appreciate Their Responsibility 


to the Industry 


observers of the trend of events. It is undoubtedly true 
that the access of volume in these lines has caught a 
very large percentage of those engaged in the industry 
at a time when they were almost totally unprepared for 
it. No one deplores this condition; everyone hails it as 
an augury of prosperity for an indefinite era; and yet 
the fact remains that, prepared or not, electrical manu- 
facturers, jobbers and retailers must take care of this 
development and make the most of their present oppor- 
tunities. 

Here is where the jobber displays his usefulness. His 
housing facilities are considerably more flexible than 
those of the retailer, who, in the present emergency, is 
already cramped for space; or those of the manufacturer, 
who ordinarily has little or no storage space whatever, 
but must move out his product as rapidly as manufac- 
tured. Without the reservoirs provided by the jobber, 
the fluctuations between dearth and plenty, in almost 
all lines, would be far more violent than they are in these 
days of unparalleled demand, crippled transportation 
and scandalous labor conditions. In building operations, 
and with many industrials it would be difficult to con- 
ceive of the demoralization that would ensue if it were 
not for the reserve stocks in jobbers’ warehouses. 

Anyone at all familiar with purchasing under present 
conditions can readily picture what would happen to a 
building in course of construction or to an industrial, 
shut down for want of a vital device or appliance, if the 
contractor or purchasing agent were compelled to place 
his order direct upon a manufacturer, and receive the 
now familiar acknowledgment promising shipment in one 
to six months. The facility with which the jobber has 
accommodated himself to conditions entailing the plac- 
ing of orders months ahead of shipping dates, is only 
another evidence of his adaptability, and is a faculty 
which, of late, has done much to commend him to the 
manufacturer. 


The Jobber as a Banker 


Not only is the jobber’s function of warehouseman 
now standing the industry in good stead, but his ability 
to act as banker for ‘the contractor and retailer is also 
of vast benefit. Expanding volume calls for increased 
investment, and the provident jobber is prepared for the 
occasion. Not so, however, with a very large number 
of the jobber’s customers. The small dealer and con- 
tractor is notoriously averse to borrowing money from 
banks. Either through false pride or an equally ground- 
less fear of being refused, he has never established credit 

(Continued on page 78) 
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What Help I 


Expect of the 


Manufacturer 


One Salesman Tells What He Thinks the Manufacturer Should Do — And 
Some of the Things He Should Not Do 


By D. G. PILKINGTON 


world. So says one of the largest, and evidently 
one of the most appreciative, electrical manufac- 
turers in the United States in a recent advertisement. 


ce jobber’s salesman has the hardest job in the 


with the “raw material” for a regulation dinner that he 
himself was to cook in endeavoring to make his hearers 
believe, by tasting, what he had to say. 

The demonstrator began his story by going over the 


Verily, every jobber’s 
salesman will agree 
with this manufacturer. 
How then can the job- 
ber’s salesman “get 
by’, being only an ordi- 
nary mortal and being 
expected to actually sell 
some 2500 or 38000 
products? The answer 
is: “Only through the 
co-operation of the 
manufacturer and _ his 
salesman’. 

I welcome the oppor- 
tunity, therefore, to 
state my ideas regard- 
ing the co-operation I 
need from the manufac- 
turer and I hope others 
who read this will come 
forward with their sug- 
gestions for the good of 
all. 

I shall start my ver- 
sion of the co-operation 
I expect from the manu- 
facturer by first illus- 
trating a concrete and 
actual demonstration of 
what I believe is hon- 
est-to-goodness 
ance. 


assist- 


During the first week 
of this year one of Chi- 
cago’s leading jobbers 
called together for a 
sales conference all in 
any way connected with 





PUTT HHL ULL LECLERC TTT 





TAUUUENUULENALLHAUU 


UT 





SUMAN ATA UATE ATU HEHE 


What Help Do You Want From the 
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Manufacturer? 


$25.00 FOR THE BEST REPLY 


OU, as the salesman of the jobber are vital to 
the success of the electrical manufacturer. 





Assume that his product has merit, is salable, 1s 
reasonable in price and that it has proved its useful- 
ness. It still remains to be sold, and you are the one 
who must sell it. 


The manufacturer appreciates this and most of 
them are anxious to co-operate with you to the full- 
est extent. They want you to sell more goods. 
They have no charitable motives. They realize that 
by helping you they are helping themselves. 


Here is your opportunity to help yourself and your 
brother salesmen. Tell us how the manufacturer can 
help you sell more goods. We want concrete sug- 
gestions, illustrated by personal experiences if pos- 
sible. 


Read this article by D. G. Pilkington. 
one salesman has to say about manufacturers’ help— 
then let us have your own views. 


Learn what 


There are no restrictions to this contest. You may 
use 10 words or 10,000 words. We will pay $25 
for the best suggestion received and $1.00 for every 
reply which we publish. Let’s go! 


Mail your reply promptly to the editor. 
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various features of the 
range and by citing its 
improvements. Having 
explained these points, 
he proceeded to place in 
the ovens the various 
foods to be cooked, be- 
ginning with a roast of 
beef and explaining the 
saving in contraction or 
shrinkage by cooking 
meat with electricity in- 
stead of gas. He con- 
tinued then by putting 
in the vegetables—as- 
paragus, peas, string 
beans, and _ potatoes, 
dwelling a moment on 
each by explaining the 
various salient points in 
the cooking of each ar- 
ticle. The food all be- 
ing in the ovens he set 
the automatic attach- 
ment for the length of 
time it would take to 
cook each article at the 
correct temperature, 
Fahrenheit, the meat re- 
quiring about 600 deg. 
and the vegetables 185. 

This done, he 
branched off to a short 
talk on other appliances 
which might be used in 
connection with a cur- 
rent tap on the range. 
In exactly 30 minutes 
the temperature in the 





vegetable oven reached 185 deg. and a few moments later 
the meat oven reached its temperature of 600 deg. How- 
ever, he let the food remain in for a moment to attain a 
better savor and to assist the boys in getting their stom- 
achs to rattling. 

When the food was taken out these boys tasted a lunch- 


the selling of the apparatus and appliances which it han- 
dled. Among the topics for discussion was that of the 
electric range which the company marketed. 

At seven o'clock one evening, the manufacturer’s repre- 
sentative seated all the salesmen in front of him, facing 
the range to be demonstrated. Close by was a table laid 
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eon that could scarcely be beaten at home and, having 
myself participated in it, I'd vouch for this demonstrator 
as a first class chef. 

But what has this to do with co-operation with the 
salesman in his territory—his customers? It means just 
this, that by illustrating his method to the jobber’s sales- 
man in an interesting manner he raises the salesman’s 
interest to the point where he will take an active interest 
and dig for orders. Who wouldn’t be willing to listen to 
a dry talk if it were understood that a complete meal from 
soup to nuts, including demi-tasse, “percked” in an elec- 
tric percolator, and creamy chocolate cake was awaiting 
them at the end. 

Primarily, however, this demonstration was held to il- 
lustrate the regular method of this demonstrator of co- 
operating with the salesman. It was and is his custom 
to have the jobber’s salesman choose the best dealer or 
central station in his territory, urging each dealer to in- 
vite his prospects to participate free of charge in a 
delightful little repast. The manufacturer's demonstra- 
tor then cooks a meal for the guests, his audience fre- 
quently including a hundred and fifty women eager to 
find a way to save time, money, grievances, smelly homes, 
and increase sanitation in their homes. At the end of a 
meeting of this kind there is no reason why the jobber’s 
salesman should not leave with a substantial order for 
ranges and such handy accessories as irons, toasters, etc. 

In this case the manufacturer foots the bill, offering 
the demonstrator, his time and salary, the cost of the 
food and many other minor expenses. The dealer or cen- 
tral station furnishes merely the range, demonstrating 
space and “juice”. Co-operation of this sort is what the 
jobber’s salesman needs, expects, desires, and should get, 
probably not always in such an expensive form, but on the 
same underlying principle. Why not in demonstrating 
irons have the women bring parts of their washing, you 
start and they finish? 

The manufacturer’s salesman, as is well understood, is 
primarily a missionary. He wanders from place to place 
spreading the good word, creating interest and assisting 
in the drawing of prospects to the dealers. But at that 
point his act should close and the jobber’s salesman 
should enter, laying before the dealer his proposition, con- 
tract, price, size of his stock, and whatever else his argu- 
ment may consist of. 


Function of Manufacturer’s Salesmen 


It happens though, too many times, that at this point 
each doesn’t do his little act as he should but fights for 
the order in an unco-operative attempt to be the leading 
man by sending the order to his house. 
belongs to the jobber. He expects it and deserves it, 
since he lays out the money to stock it and pays his sales- 
men to induce others to stock it—why shouldn’t the order 
be his. Too frequently a manufacturer making two styles 
of percolators will talk an electric percolator at the front 
door and sell an alcohol at the back door, thereby placing 
the jobber’s salesman in a position entirely uncalled for. 
Why not one thing at a time and each in its place? 

An old time window trimmer now selling in Western 
Illinois for a Chicago jobber, before going over his route 
sends a card to his dealers reading “Will call to see you 


This, however, 


January —. Clear your windows”. Upon arriving at the 
dealer’s store, he relegates the old window trim to the 
ash can and decorates the man’s window in a fashion 
which cannot fail to attract the attention of the passerby. 

Why should this be left to the jobber’s man when as 
we agreed before the manufacturer’s salesman is the mis- 
sionary, the creator of interest, demand and desire. Why 
shouldn’t the manufacturer’s salesman with hordes of 
placards, window display material, and literature of all 
kinds back at his home office be the advance guard for 
these ceremonies. The jobber’s salesman should follow, 
sending the card ‘Will see you on the 15th to help ar- 
range your stock”, Then I'll guarantee that, if the sales- 
man will go over the dealer’s shelves while the dealer is 
attending to his other various duties, he will “waltz away” 
with an order he might not have obtained otherwise. 


Sales Policies That Disturb Harmony 


An actual incident is that of a thread salesman once 
travelling in the middle west. He had a customer at 
whose place of business he called at regular intervals. 
Upon arriving at the store, if the merchant were busy, he 
would, without a word, doff his coat, roll up his sleeves 
and take inventory of the thread case which invariably 
was in a disheveled condition. Upon completion of his 
inventory he would arrange everything as neatly as pos- 
sible and write out an order to cover the merchant’s re- 
quirements, as he judged they’d be until his next visit. 
Because of the salesman’s personal interest and attention, 
the merchant never questioned his honesty but signed the 
order without hesitation. Why then can’t a similar 
scheme be applied to the electrical supply game? 

Turning again to another angle of the subject, we find 
the manufacturer undermining the foundation of the job- 
ber’s campaigns and plans, as well as their salesman’s 
aspirations, by selling to our old undesirable opponents, 
the hardware, drug, and department stores. Such action 
does not seem in harmony with the principles that so 
many of these selfsame manufacturers have been preach- 
ing to the jobber. 

The hardware merchant, drug, and department stores, 
having no interest in common with the electrical dealer, 
operate on a basis far from the clean-cut principles which 
the best dealers strive to maintain. Price cutting and 
the handling of inferior goods means little to cut-rate 
drug stores or hardware stores whose policy is oftentimes 
founded on cut prices. 

Selling goods to such trade is destructive to the indus- 
try in that the future of the hardware store or department 
store is not in the slightest dependent upon their success 
in moving the small supply of electrical goods they carry. 
Should they not experience a successful turnover, this line 
is easily abandoned in preference to some other attractive 
knicknack, whereas the electrical dealer's whole future 
depends on the maintaining of his prices and turnover on 
each individual piece of electrical equipment he carries. 

We find upon investigation, and the condition is doubt- 
less prevalent everywhere, that battery and flashlight 
manufacturers are two of the greatest “sinners” in this 
respect. We find, too, that fuse and switch manufac- 
turers are also a trifle lax in the same regard although in 

(Continued on page 82) 
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Everyone who sees these views will wish he could have been in the employ of the Western Electric Co., at least on February 2. 
The Hawthorne Club, composed entirely of Western employes, gave six performances of the “Hawthorne Follies.” Those who 
were fortunate enough to be present pronounce the show the equal of anything seen in Chicago during the season. The entire 
affair was handled by employes of the company. George Bainbridge was the director. 
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Thought Stimulators . . 5y av cmson 


his product, the selling reasons that appeal, from 
the user or somebody very near to the user. 

In this case it happened to be a retail dealer. 

The other day we were one of the speakers at a sales- 
men’s and dealers’ convention at the plant of one of the 
big central west stove manufacturers. 

The sales manager, and chairman of the meeting, called 
on a likely looking young dealer from Erie, Pa., to tell 
why he sold more of their ranges than any other—why 
he pushed them to the exclusion of other makes. 

“Well, in the first place,” he said, “they will do all that 
any other ranges will do; but the main reason that I push 
them is that they will go through the average door of the 
average house without having to be taken apart. 

“TI figure that I save five dollars a sale by not having 
to take your stove apart and put it together again. In 
other words, I make five dollars more on your stove than 
on any other make at the same cost!” 

All the company salesmen in the room jumped at least 
an inch out of their seats. 

So did the president of the company and other officials 
who were present. 

They all had been shocked with an idea—a dealer's 
selling reason for their product which had not occurred 
to any of them; a good selfish, profitable reason; a latent 
merit in their range that they did not know about. 


V ERY frequently a salesman can learn much about 


It probably cost a good many thousand dollars to as- 
semble all these salesmen and dealers at this plant, but 
they will get it all back many times over from this one 
idea they obtained from this wide awake dealer from 
Erie, and which he expressed in less than a hundred 
words. 

Goods have latent merits just as they have latent 
defects. 

We learn the defects quickly enough from the dealer, 
and we can learn the merits with equal ease if the sales- 
man will just draw him out. 

And the individual salesman need not await a conven- 
tion to do this. 


ODGER DOLAN says it takes us half our life to 
find out what not to do, and then we're too old to 
make our experience count for much. 

I am reminded of this by the receipt of a letter from 
a young man who says he has just turned twenty-one and 
wants some advice. 

None of us is ever happier than when giving out advice 
or information, and I being no exception to the rule, am 
glad to tell this young man what I would do if I were 
twenty-one. 

I would take care of my health. I wouldn’t overeat. 
I would go through a few setting up exercises, morning 
and evening. I would get at least eight hours sleep every 
night. I would confine all my drinking to water—lots 
of it. 

I would read at least two hours every day—mostly 


biography, history and economics. I would read the 
“Autobiography of Benjamin Franklin” at least once 
every two years. 

I would pay cash for everything. I wouldn’t contract 
any obligation unless I had money in the bank to meet it. 
Credit is a good servant but a bad master. 

I would try to do my job a little better than it was 
ever done before. If I were shining shoes, I would give 
the best shine in the xity. If I were keeping books, I 
would get out my monjhly balance promptly even though 
I had to work overtime. 

I would cultivate a hobby—something to which I could 
turn in my moments of leisure. 

I would start a bank account and deposit to my credit 
a definite amount every day. I would let nothing inter- 
fere with this habit. As my savings began to accumulate 
into a tidy sum I would be cautious about investing it, 
without asking the advice of a responsible person. 

I would value friendships highly, remembering that it 
is to one’s friends one must turn when one is in trouble, 
and that friends cannot be created overnight. 

I would organize myself, having a time and a place for 
everything so far as possible. When I made up my mind 
to do a thing I would write down my resolution, and fol- 
low myself up to see that I carried it out. 

I would read the daily newspapers of my town care- 
fully in order that I might know what was going on. I 
would take an interest in civic affairs, and try to vote 
intelligently. I would boost my town—or get out. Every 
citizen helps to make a town what it is, good or bad. 

I would always be a booster for my employer—or get 
out. An employee who knocks his employer is as bad as 
a guest who steals from his host. 

I would aim high on the theory that what others think 
of us is determined to a large extent by the estimate 
which we form of ourselves. 


HE laws of health are very simple. 

All they require is the will to apply them, and 
this should be easy; for the desire to live is the strongest 
instinct we have. 

Here are a few paragraphs made up from the com- 
bined observations of John L. Sullivan, Luigi Cornaro, 
Dr. Tilden and Bone Setter Reese. 

They should be applied not only for the full enjoyment 
of health, but for the full enjoyment of larger profits 
from increased business as a result of increased mental 
and physical activity. 

Eat what agrees with you but cut down on the quantity. 

Everybody eats too much—and particularly of concen- 
trated foods. 

rink six glasses of water a day—more in summer. 

Walk part way to and from business—take a long walk 
on Sunday—swing your arms and walk fast. 

The remedy for constipation is not in the drug store— 
it is in the fruit orchard, the vegetable garden and in bran 
and coarse grained bread. 

Take some bending exercises night and morning—not 
to take on much more muscle, but to keep your spine 
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straight—the organs of digestion and elimination can not 
function if you sit or stand in a stooping position. 

Take open air breathing exercises twice a day—hold 
the lungs full for about ten seconds, hold them empty for 
the same period. Lean back while inhaling, lean forward 
while exhaling. Repeat at least ten times. 

John Patterson of the National Cash Register Com- 
pany, Dayton, Ohio, says that anyone will live long and 
prosper under these simple practices. 

Mr. Patterson himself is past his 70th year and still 
the most active individual in his organization. 


SOME SALESMAN’S DON'TS: 


Don’t argue—illustrate. 

Don’t ever tell a prospect that he is mistaken. 

Don’t wear anything to attract or concentrate the eye 
of the prospect on your dress. 

Don’t ask the prospect a question to which he can say 
“Ne.” 

Don’t talk price; talk quality even though your price is 
low. 

Don’t run down the other fellow’s goods; talk the rea- 
son why of your goods. 

Don’t say anything against the goods on which the 
prospect looks with favor, for you will offend his judg- 
ment on which every man prides himself. 

Don’t contrast your goods with those of a competitor, 
which the prospect has been using or knows about; talk 
your goods and let the prospect do the contrasting. 

Don’t talk loud, particularly at the opening of a selling 
talk; talk low in order to concentrate the prospect’s at- 
tention by straining his hearing slightly. 

Don’t loaf on rainy days; they are good days to find 
the prospects in. They haven’t so many callers. You 
don’t have to wait and are permitted to stay longer. 

Don’t forget that there are more possible orders in a 
large number of fair prospects than in a few excellent 
prospects—so work and make a large number of calls. 

Don’t forget that if your health is better than that of 
your prospect, that you have just that much more power 
over him. 

Don’t neglect the fact that legs often make up for 
brains in getting orders—although one isn’t much good 
without the other. 

Don’t neglect to read the trade journals in your line. 

Don’t smoke in the presence of a prospect unless he 
invites you to do so. 


ree of us complain of our customers—more or less. 

We complain of certain of their ways and 
practices. 

The writer has been on both sides—he has complained 
and been complained of. 

Printers as a rule complain that their customers won't 
pay for quality, that they are price buyers. 

Hotel men complain that their guests make unjust 
complaints. 

And we just heard a jobber complaining that grocers 
are poor business men, because the average man is 
prompted to go into the grocery business on the theory 
that he can at least eat what he can’t sell. 

But how many of us ever do anything to educate our 
customers? 


Advertising is education—it has a function beyond 
getting new customers; it can be used to reduce unjust 
complaints, wrong practices—to make better conditions 
out of old ones. 


For instance, a hotel advertises rooms with bath at $2 
and up. 

A guest registers and finds there are no $2 rooms 
vacant. 

After going to this hotel several times without being 
able to obtain a room at this price, he concludes that they 
have no $2 rooms, or that they are holding out in order 
to assign him to a higher priced one. 

In any event he thinks the hotel is dishonest. 

He complains to the manager who has been receiving 
about 50 like complaints a day for years and who has 
become tired and indifferent. 

Or, the guest doesn’t complain, but joins Pullman 
smoking room panning parties where hotels are discussed 
in general and in particular. 


The other day we picked up a little folder in a hotel, 
in which this complaint was discussed logically, simply, 
and in good temper. 

It was written in the form of a dialogue between the 
manager and the guest not able to obtain a $2 room. It 
made clear that while this hotel had 100 two-dollar 
rooms yet they very often had 200 applications for them. 
Actual figures from typical daily records were given, 
and the explanation was convincing. 

Even if you were not a patron of $2 rooms, yet you 
were convinced of this hotel’s institutional honesty, and it 
gained more of your good-will and confidence. 


We will venture that this little folder did not cost a 
hundred dollars, but it will save thousands of dollars a 
year in the time and temper of the management. It will 
increase patronage by taking that hotel out of the liar 
class in many a guest’s mind. 

That of which most of us unjustly complain is usu- 
ally due to a lack of understanding, and can be made 
clear by intelligent explanation, education, advertising. 


Stand up—the ceiling is high! : 

Success is very largely a matter of action, will, energy. 
There are always a lot of places to go—before you go 
broke. : ; : : : : : : 
Worry less and work more is a good rule to follow. 

The second helpin’ never tastes as good as the first. 
Some people never recognize misfortunes—that’s why 
they succeed. : : : : : 
Often the man who is most down on a thing is the one 
who is least up on it. : : : : : : 
Watch the fellow ahead, but nee - <7 behind 
who is after your job. : 

To anticipate a man’s wants takes a ical gu can 
fill orders. : : t 

Usually a man that doesn’t care how he looks doesn’t care 
what he does. 

When a man starts to go ales is siete makes a — 
er job of it than when he comes forward. : : 
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Men You Should Know 


W. W. Low, President-Electric Appliance Co. 


forth to call on your trade arrayed in a silk plug 

hat placed at a jaunty angle on your venerable 
cranium, a long Prince Albert 
coat, a cane in your right hand 
and a carpet bag in your left, 
with your pockets as a sample 
case and your head for a price 
book. Such was the manner 
in which W. W. Low, president 
of the Electric Appliance Co. 
of Chicago, called on his trade 
in the ’80’s, the pioneer days 
of the electrical supply jobber. 

Mr. Low claims, and right- 
fully, the distinction of being 
the first electrical supply sales- 
man in the United States, ante- 
dating our friend Samuel A. 
Chase, of the Westinghouse 
Electric & Manufacturing Co. 
of Pittsburgh, by a couple of 
years. (Friends say that Mr. 
Low was not only the first elec- 
trical salesman but the best 
dressed of his day.) 

Starting back in the year 
1884 as a shipping clerk he 
has by 86 years of constant 
perseverance and hard work 
attained the present high position in the electrical job- 
bing field which he holds today. 

Beginning his career, as Mr. Low puts it, by graduat- 
ing from the Flint, Mich., high school in his second year 
at the end of the professor’s boot, he cast his lot with a 
Detroit carriage concern, Just as things began to look 
good, however, he awoke one morning to find himself out 
of a job and penniless; his firm had failed. Needing 
quite badly the wherewithal of life he took the first open- 
ing which presented itself. It happened to be the posi- 
tion of shipping clerk for the old Detroit Electric Wks. 
Such was Mr. Low’s explanation of what led him to 
choose the electrical field as his life’s endeavor. 

Even though his knowledge of electricity at that time 
was small (as was that of nearly everyone else) he soon 
developed into such a good man that his firm decided his 
value would be greater as a seller of their products than 
as ashipper. The next year, 1885, found him a travelling 
electrical salesman with the world as his territory and 
wood box bells, Leclanché cells and push buttons as the 
mainstay of his line—not very much like the line of prob- 
ably 5000 different articles which the jobber’s salesman 
has on his list today. 

For three years Billy Low, as his friends have always 
known him, travelled between Pittsburgh and Omaha, 
making all night runs between only the larger cities. 
Contractor-dealers and industrial lighting by electricity 


GS “rer too of today, imagine yourselves faring 





W. W. 


being still unknown, the object of his calls were almost 
entirely small privately owned central stations, the largest 
of which would be laughable when compared with the 
smallest of today. 

His success on the 
grew so that in the next year, 
1886, he decided two could 
live as cheaply as one and con- 
sequently proved that he was 
as good at selling himself as 
he was at selling electrical 
supplies. 

About Christmas of the year 
1388, Billy decided that Chi- 
cago offered better prospects 
in the electrical field and there- 
fore severed his old connec- 
tions to become affiliated with 
one of Chicago’s original job- 
bers, the Central Electric Co., 
under his old employer, Geo. 
A. McKinlock, who had only 
shortly before left the office of 
secretary and manager of the 
Detroit Electric Wks. to found 
the company of which he is 
still the president. 


road 


For three more years he kept 
the rails and his order pad 
warm in his new connection, 
but with the pronounced electrical advancement, decided 
in 1891 that the country needed another jobber. Accord- 
ingly he established the Electric Appliance Co. in a 
small store on West Madison street near the Chicago 
river. 

Four years in this location found the company expanded 
beyond the limits of its quarters so it was moved to a more 
spacious location at Van Buren and Jefferson streets. 
Ten years passed with the company still prospering to the 
extent that more room was necessary. Their present 
jocation at Jackson boulevard and Des Plaines street was 
decided upon and for fifteen years and up to the present 
day, the company has flourished in this spot until, under 
his forceful leadership it has grown to be one of the 
largest electrical supply houses in the country, with 
branches at San Francisco, New Orleans and Dallas. 

Mr. Low relates in an interesting way tales of his 
days in the field and salesmanship of today as compared 
with the ’80’s. In the pioneer days electricity was a haze 
to the buyer, to everyone, even to a certain extent the 
salesman. A salesman of electrical supplies was looked 
upon as nothing short of a demi-god, an eighth wonder of 
the world. 

Since industrials largely used kerosene for lighting pur- 
poses and as there were no dealers to help educate the 
public, the electrical salesman was a wise-man “from out 

(Continued on page 89) 


Low 
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A Wonderful Salesman Who ~ 


Never “Sells” 


An Interview With a Salesman Who Tells How He Does It 


NOTE: “Every salesman in the electricul jobbing field,” said I dogged the man whose remarks are quoted below well 
the chief, “is interested in knowing how the real ‘go-getiers’ m across the Sovereign State of Illinois, before I caught up 


his line secure their business. Tue Jopper’s SaresMan intends, : : : E 
among other things, to secure and publish just that information. with him, and then did everything but get down on my 


Mere theory about selling, as brewed in the ink pot of the knees before I could induce him to open up. And if the 
dreamer, will have no place in this publication. next successful jobber salesman proves as hard to “crack” 


“Tha ‘biid of deformation Dat we ane Fee ee as this one did this space in the next issue promises to 
seldom seen in print, because the men who have thut ‘know how a p p ‘ 
regard it as their stock in trade, the reason for their big com- be headed “What I’ve learned about salesmanship this 
mission checks. They prize and guard it accordingly. But, nev- month’’—and followed by a glistening area of white 
ertheless, you are detailed to get in touch with the best sales- 
men in the electrical jobbing field, and make them talk for paper. ; : 
publication. However, here are some selling tips hot off the griddle 

“Write down what they tell you and as they tell it. Mukeno of practical salesmanship and, I'll say, it’s good dope. 
attempts at fancy writing; simpiy report the facts as they are Which 1. nee aes aeecefally cavtah: ccctte thah & " 
told to you by these men. Finally, don’t waste a lot of space bac he oem y & bs & y posi 
describing the appearance and mannerisms of the men you inter- tion is that of reporting what the “other fellow” said. 


view—none of this ‘he-said-as-he-reuched-for-another-cigar’ stuff. 





Because if their selling methods are to be valuable to others He Sells Most Who “Sells” Least 
they must be as generally applicable as the Ten Commandments, 
something that all need and can use. “Put that down for my text: he sells most who sells 


“Your report will be a regular feature. Turn your stuff in to 


me personally.” least. 


I’ll put it down, if you insist. Because this is your 
HOSE were my instructions. But warning against story, not mine, but this reporter don’t get you a-tall; and 
| including irrelevant matter to the contrary, this [| don’t think that the readers of THe Jopper’s SALESMAN 
reporter is going to get this brain child of his own will either. 
into the meeting or get himself fired for trying to do so. (Continued on page 62) 
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“J Discoverep a Goop Many Years Aco Tuat Ir I Devorep tHe Proper ATTENTION TO THE CHANNEL BETWEEN THE DEALER 
AND His Customers, THE CHANNEL BETWEEN My HovseE anv THEDEALER Wovunp Just Anout TAKE Care OF ITSELF.” 
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It Is Easy To Sell 
We stinghouse Fans 


a 7 
a «a 


Adding Sales Through Service 





The more service you give your customers— 
the more sales you will add to your quota. Build 
f ona foundation of real business helpfulness to the 
| dealer. 
“Start It Going—Keep it Blowing,” the 1920 Fan 
Campaign Book outlines a complete merchandising 
plan for the advertising literature 


shown here. 


Help your deaiers to lay out a fan 
advertising campaign with this 
book as a basis. 


See that dealer requisitions for 
this material are entered early. 


f -\S Westinghouse Electric & Manufacturing Co. 
, EAST PITTSBURGH, PA. 


Ly ap 





? ay ale ss & by alah 
—. —. me Stin ~~” ¥ ic Fans 
7 hoy \% Electric 
Electra Ay . Westi 
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Make Your Own Dealer 


Y territory was northern Iowa 

and, though a very good terri- 
tory in general, there was one town 
in it of fairly good size which lacked 
a good, wide-awake, creditable dealer. 
To be sure there were some but their 
names on the books of my _ house 
would have meant more of a liability 
than an asset. Then, too, their ideas 
of merchandising methods were not 
elevating to the field. It was up to 
me then to find a good man, establish 
him in business myself and coach him 
into being a first-class, constructive 
contractor-dealer. 

After careful consideration I chose 
Joe Downing, a dirty-faced engineer 
coal-heaver, of the local utilities com- 
pany, as the most likely subject. I 
had met him before and he had ex- 
pressed his dissatisfaction at the 
treatment he was receiving from his 
employers, and his dislike of working 
for someone else. Therefore, before 
approaching him, I looked up his rec- 





Joe Was A FrrEMAN 


ord through a few friends, several 
merchants and a lawyer. I found his 
character and reputation excellent, his 
honesty unquestioned and his ability 
and willingness to work reassuring. 
The bank had known him for years. 

Having acquired this information, I 
approached him. 

“Joe,” I said, ““Why don’t you go 
into business for yourself? You'd 
have a clean sweep, you know elec- 
tricity and everyone knows you and 
likes you—besides my house and my- 
self will back you up.” 

“Oh, I haven’t got the money,” 
wailed Joe. 


Little stories of 
unusual sales ~as 
told by salesmen. 


“You don’t need any money. 
What’s the matter with going to your 
bank here? They’ll back you up.” 

“Well, I’m afraid for one thing and 
then I hate to ask them,” he respond- 
ed, expressing the dealer’s stock 
worry of being afraid of a bank. 

But Joe did go to the bank, with 
me behind him as his moral support. 
He learned to his surprise something 
he might have learned long ago, that 
the bank was willing to back him up 
for any reasonable amount as long 
as they were positive he meant busi- 
ness. And the bank was glad to do it. 

So Joe chose the best location he 
could find and borrowed a few hun- 
dred dollars from the bank to finance 
his laying in a small stock and to tide 
him over until he had completed his 
first job. 

With his host of friends jobs and 
trade came easy. His first job was a 
range installation, his second the wir- 
ing of two houses and the third a 
motor job. They have continued to 
come faster and thicker and today Joe 
Downing is a prosperous contractor- 
dealer with an inseparable following. 

He buys 90% of his merchandise 
from my house, never asks the price, 
handles only the best equipment and 
appliances and thinks I’m the greatest 
fellow in the world. 


J. A. Duncan. 


The Movies Did It 
NE of the dealers, on whom I 
called regularly, would not be 











I Invrrep THEM TO THE Movies 


r 


induced to handle my line of appli- 
ances. On a visit to his town I no- 
ticed that at the principal movie 














theater (and the only theater in the 
place) they were showing a picture I 
had seen not long ago in my own home 


town. I had noticed that a much- 
abused wife in the picture used the 
iron I was selling to press her brutal 
husband’s pants every morning. 

I asked the dealer in question if he 
wouldn’t go to the show with me that 
night and bring his wife along. He 
said he would and he did. The slap- 
stick comedy which came after the 
feature picture put him in such good 
humor that he was willing to admit 
that, if the film companies used it, it 
was probably worth trying. His wife 
also thought it did a very good job of 
pressing, and so before I left them 
that night he had placed an order 
with me for a case of irons. 


G. M. Williams. 


A Worthy Bribe 
CONTRACTOR in one of the 


towns in my territory in Massa- 





I Droprep In A Sitver Doriar 


chusetts told me that the deacons of 
a church in the city were very desir- 
ous of substituting electric lighting 
for their present gas system but 
thought they couldn’t afford it and 
he couldn’t convince them that the cost 
would be small as compared to the 
benefits derived. 

It being Saturday I promised to re- 
main in town over Sunday if he’d go 
to this church with me. We looked 
the land over carefully during the 
service and when one of the deacons 
passed the collection plate I dropped 
in a silver dollar with all the force I 
could. It made so much noise that all 
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The Messenger 
and Interpreter 
of Opportunity 








The jobber’s salesman is the mes- 
senger and interpreter of oppor- 
tunity. 


In the great development that is com- 
ing about in the merchandising of 
electrical supplies he is the advance 
agent of progress. 


His job is a big job to the extent that 
he is on to his job. 


It takes endurance to be a good mes- 
senger; it takes intelligence to be a 
good interpreter. 


Because he is a jobber’s salesman and 
is “Working for the House” he will 
make good. 


More power to the jobber’s salesman. 








Electrical Supply 


Jobbers Association 
411 South Clinton St., Chicago 
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eyes were turned my way. The dea- 
con himself glanced down a little 
surprised. 

The next morning we paid this par- 
ticular deacon a call and he promised 
to call a special meeting that evening. 
It took about two hours but we finally 
induced them to change over provid- 
ing the contractor gave them 60 days. 
I in turn of course promised that our 
credit department would allow him 60 
days and so I got the order for the 
church equipment with other miscel- 
laneous items on the side. 

A. H. Peabody. 


Couldn’t Scare Him 


GOOD many years ago when I 

was a green horn just starting 
on the road I bumped into a tough 
looking customer down in Indiana. 

I walked into his store, told him 
who I was and spread my catalog 
(which then consisted of two pages, 
one showing sockets and the other 
porcelain) in front of him and said 
“There, what do you think of that? 





He Covuripn’t Scart ME 


How do those prices strike you?” 

He looked me over instead of the 
catalog and said “Who the h are 
you and the Illinois Electric Co. I 
never heard of them and since I 
haven’t I don’t care to do business 
with them.” 

He nearly scared me out but I gave 





2 


lus 


Sytem H  E 


him that regular line of my being new, 
it meant my bread and butter, etc., 
etc., and at last he thawed out and 
became so sorry for me that I got a 
pretty good sized order for those days. 
And he kept on ordering from me for 
a good many years. Yours for the 
good old days. 
T. A. Brooke. 


Knocking Doesn’t Help 


BIG motor-truck company just 

outside my territory was build- 
ing an addition to its factory and was 
planning to change the entire lighting 
equipment in the main factory at the 
same time equipment was installed in 
the addition. Three or four other 
jobber salesman had been on the job 
and one of them had sold the conduit, 
wire and other material. I had heard 
that the electrician was a pretty keen 
fellow, and that the matter of laying 
out the system and selecting the units 
was entirely in his hands. He was a 
bit undecided as to what type of in- 
stallation would meet the particular 
conditions, but was said to be favor- 
ably inclined toward one make in par- 
ticular. , 

I thought I would try my hand at it 
and so dropped in on him. He took 
me through the factory and showed 
me two sample lighting units that had 
been installed for trial by my com- 
petitors. Then we went up in the 
drafting room and he spread out the 
plans for the addition, telling me what 
kind of work would be done there, and 
what kind of lighting he thought 
would be most suitable. I looked the 
situation over, did some figuring and 
then told him what I thought would 
give the best results. 

He interrupted quite frequently, 


OC 


Tell Us How You Landed The Order 


Write a letter telling how you secured an order in the face of difficulties; or how 
you overcame some obstacle that other salesmen may be confronted with. An in- 
cident that may seem simple to you may help the other fellow land. 

If you want the suggestions of your fellow salesmen you must do your part by 
giving them the benefit of your experiences. 


And— 


We Will Pay $5.00 For Every Letter Published 
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asking me what I thought of this make 
of reflector or that make, and I told 
him plainly that they were all right. 
He kept on, however, and it didn’t 
take long to find out that salesman 
after salesman had come to him all 
primed up as to how good their brand 
was and how bad their competitors’ 
were. He seemed surprised that I 
didn’t knock the other fellow’s goods. 
Instead I told him what my experi- 
ence had been with similar installa- 
tions and what results had been ob- 
tained. I tried my best to help him 
solve his problems, and purposely said 
very little about my particular brand 
of reflectors. 

He wanted to compare systems so 
he could feel sure about getting the 
best, and I told him to meet me in a 
neighboring town two days later and 
then I could take him to three or four 
factories wheie different kinds of in- 
stallations were in operation. We 
looked at them and I talked with him 
about their advantages and disadvan- 
tages more as if I was his assistant 
than as a salesman. He did not make 





Knocx1ne Dorsn’t HELP 


any decision then, but a week later he 
mailed in an order for all of the re- 
flectors and thanked me for the help 
he said I had given him. Now I 
make his town regularly and don’t 
have much trouble selling him practi- 
cally all of his electrical supplies. 

F. F. Bangs. 


I 
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The Jobber’s Salesman Can Help 
The Dealer By Telling Him How 
To Sell--- 








Here are a few ideas; 
you no doubt are fa- 
miliar with many 
others. 
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National ad _ for 
this month, Feb. 
14th, Saturday 
Evening Post; 
March ad in the 
March 13th is- 
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T was one of those scarce and 

happy smoking car parties which 
lacked blat—two young, earnest and 
potentially successful salesmen “‘talk- 
ing shop” in low tones, a non-com- 
missioned man in khaki and myself. 
The salesmen were discussing new 
territory. 

“T knew a fellow once, a city sales- 
man, who gave me the right idea 
about breaking into new territory,” 
said one of the gadders. “He sold 
some sort of steam specialty and his 
meat was the man with a small pri- 
vate power plant. When they put 
him on in this new city, he bought a 
map, and climbed to the roof of the 
tallest building there. Looking out 
over his territory with a_ perfect 
birds-eye view, he spotted his pros- 
pects by the steam exhausts that he 
saw rising here and there, and in two 
hours he had 90 per cent of his 
possible business located. Pretty 
smart scheme, is my verdict. I try 
to apply that chap’s principle to old 
as well as new ground—getting up in 
the air, mentally at least, and taking 
a birds-eye. It gives you a vision you 
don’t get when your feet are on the 
ground.” 

“Good idea,’ cut in the soldier, 
“provided there is enough punch be- 
hind your work when you get down 
to earth again. I know. Saw it tried 
by the kaiser. Saw it fail. 

“Coming down to Chateau Thierry 
from the north, there is a high bluff 
that overlooks the town and gives a 
wonderful panorama of the Marne 
valley. Beautiful—the Marne valley. 
About the only strip of France worth 
fighting for, I'll say. 

“Well, when I came through there 
on our way out, after we'd chased the 
Heinies clear across the Vesle River, 
somebody pointed out to me the spot 
where ol’ kaiser Bill had stood, way 
up on this hill, and looked down the 
valley toward Paris, toward which his 
gang was goose-stepping when they 
ran into our fellows. 

“Ol Bill got a fine birds-eye view 


of the new territory he was going to 
cover, all right, but he didn’t have the 
punch to make good. ’S all right to 
gaze from the housetops and say ‘Gott 
mit uns’, but the fight when you get 
down to earth is something else 
again.” 

The ku-phling! which followed, 
sounding like a huge hunk of putty 
landing on a cement sidewalk, was the 
two traveling salesmen taking a tum- 
ble to themselves. 


HEN they talk about a man 

with a strong personality, they 
don’t necessarily mean that he’s strong 
like garlic,” said Roddy Blake, 
apropos of nothing at all. “At that, 
garlic has the virtue of making its 
presence known—when you get to 
leeward of it. 

“Reminds me of a fellow I knew 
who used to travel out in Nebraska. 
This chap—Steele, his name was— 
was an insignificant half-portion, as 
devoid of personality as a pea. The 
only thing about him was his hand- 
shake; he had a grip like a bear trap 
and when I was introduced he clamped 
down on my mitt like a Scotchman 
gripping twenty dollar gold pieces. 

“*Whadaya think of him?’ asked 
the friend who had introduced us. 

“*Pleasant enough fellow,’ I said. 
‘If I was running a machine shop I’d 
hire him to be the vice. That grip of 
his—’ 

“Tf it wasn’t for that, you'd never 
have known Steele was on earth. 
That’s why he does it. He knows he’s 
an insignificant runt, and so he applies 
that hydraulic press grip of his so’s 
you won't forget him.’ 

“And, do you know,” concluded 
Roddy, “the scheme worked. In a 
year everybody in the territory knew 
him as ‘Steel Grip’ Steele. He was 
a likeable, smart fellow with a boost 
for everybody. Handicapped with a 
personality like a spoonful of cold 
mush, he invented the freak handshake 
to gain attention and to make folks 
remember him, and he succeeded.” 


ES, talked with a great Salesman 
the other day. He had travelled 
from Nome to Tampa and prospered 


in every port. I wanted to learn from 
one who knew, so I asked the secret. 

“In the first place,” he began, “I 
know that I’m in the service of the 
Buying Public. I always take the 
human point of view. I am the physi- 
cian who brings release from stubborn 
pain and worry. 


To me an Electric washer means 
relief to a tired mother—more time 
to devote to her anxious children—a 
warmer welcome for her husband in 
the evening. In fact my whole line 
means pretty much this same thing. 

I like to think of an Electric Range 
or an iron in the same light. My 
every item liberates from toil and 
worry. The toaster is convenience to 
the owner. Breakfast becomes a 
period of visit instead of a flurry, a 
scurry, a hurry and a worry. The fan 
brings comfort to the weary. School 
administrators will tumble to this fact 
sometime—to the comfort of a million 
kiddies abroad this land. The warm- 
ing pad scourges pain and brings re- 
lief to the sick and suffering. The 
safety switch saves from accident and 
death. Even every curling iron I sell 
wins me the gratitude of some fair 
friend. 

I am the arch enemy of worry, care 
and drudgery. I bring comfort, con- 
venience into every home. This is my 
mission. Every sale wins me grati- 
tude and good will. And I pass this 
spirit on to my customers and try to 
enlist them, too, into the service of 
this serviceable enterprise. I am for- 
ever on the alert for new merchandis- 
ing schemes, window displays, devices 
designed to sell more goods to give 
more service. I pass these on to my 
customers, keep them informed on 
what live merchants are doing else- 
where. It pays. Yes it’s a great 
business, this selling goods that win 
you friends. I am proud to be a pub- 
lic benefactor. And the profits come 
by the way. They come when I real- 
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The “JIFFY” Punch 





A portable, powerful hand punch, 
which quickly and easily punches 


The “JIFFY” Tap ¥% to gs-inch holes through any 
An inexpensive device for securing double elec- Prong Sms "D. to 10 gauge. Ask 


tric service from either a socket or receptacle. In- 
stantly interchangeable. Rating 660 watts. Ask for 
Circular T. 





KOCHOLOGY 


Is the boss interested in Volume of 
Profits—or volume of sales ? 


Ask him—but get ready to run. 


Jiffy profit means volume profit on 


every dollar of sales. 
P. W.K. 











Fill out the form below 
—tear out this page and 
return it to us. We willf 
show you how to build up€ 
sales in your territory. 











The “JIFFY” Bushing 0 an i iho Ke 444K tROORS The “JIFFY” Cutter 
Pes wiring safety and eficiency ibinds at Wethbiis. cdecécescscvastiedeatt eg snag 4 re ae — 
re) e mechanic. asily an % to 6 inches in shee 
ee ere bin red for aa ea ea gg, cas ae tM rg 
e contractor—secures instant ap- ig a 
proval of the inspector. Send for City pane ting holes in instrument boards of 
Circular B which describes both CM’ eet ts State neeeeerees automobiles. Completes this oper- 
the Flexible tubing bushings and pete od ation in less than ten munutes. 
Flexible tubing clamps. Pe isn Garonne Rega dip Knmaiecy Old methods required from one to 
three hours. Send for Circular C. 








PAUL W. KOCH & COMPANY 


19 South Wells Street, Chicago, IIi., U. S. A. 
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ize the homes I’ve made happy. I 
suppose I’ve done much to lower the 
divorce rate throughout my territory 
—if I want to look at it that way. It 
would be impossible for me to com- 
pute the good I’ve done, and am 
doing. 

And my son you know, anxious 
about a vocation, took a squint up the 
family tree. He saw that it grew 
straight. Now to show you what I 
think of my business, I’m training him 
into my line. 


HE cub salesman had been boast- 

ing about the importance of his 
firm, its high standing in the electrical 
field and the fact that although he 
was an absolutely green man he al- 
ways received a courteous hearing 
from buyers because of the company’s 
prestige. 

“You'll get over that mighty 
quick,” cut in another salesman in the 
group. “A man must control his 
trade, must make the buyers like him 
personally, if he wants to get any- 
where in this selling business. Now, 
I got my trade sewed up tight and my 
firm knows it. If I left ’em I could 
take 90 per cent of the business with 
me. The firm doesn’t dare try any 
monkey business with yours truly. 
Am I right, eh?” 

“Only partly right—like most peo- 
ple,’ said the man who looked as 
though he owned an interest in the 
business he represented. ‘Trouble is, 
neither one of you is right—and 
neither is entirely wrong. My policy 
is to build prestige for the house and 
friends for myself at the same time. 

“What woke me up was an arc lamp 
order I lost years ago when arc lamp 
orders amounted to something. I had 
developed a decorative lighting scheme 
for a concern that owned a beautiful 
building occupying about half a city 
block, and with a fine facade upon 
which to hang about 80 lamps. I fig- 
ured the scheme all out for them, 
made sketches, talked myself. hoarse 
and had the order all up to the closing 
point. 

“On the very morning that the or- 
der was to be signed the salesman of 
my big competitor blew in, and they 
showed him the scheme. ' 

“ ‘Great!’ he told them. ‘Let’s see; 
you'll want 29 of our number 41144 
lamps, and he began to thumb 
through his data book. 

“Sorry, Bill, but we’re going to 


buy lamps from young B— of the 
O-so-so Electric Company. He’s a 
nice boy and he worked up this plan. 
He deserves the business.’ 

““He’s a nice boy, all right, and 
he deserves a lot of credit for this 
lighting scheme, but you can’t afford 
to spoil your building by using any- 
thing but AZ lamps. To buy unknown 
lamps would be like buying brass jew- 
elry for your wife !—it’d be like tak- 
ing your girl to the Charity Ball in a 
wheelbarrow! Why—’ 

“And then he went on and sold his 
firm’s prestige, pointing out that any- 
thing less than his company’s lamps 
would deface the beautiful building. 
So Bill got the order—on prestige. 
But he got the chance at the order be- 
cause he himself was personally liked 
and trusted. 

“That taught me my little lesson, 
then and there. My motto since has 
been to re-inforce my own personality 
with my firm’s prestige.” 


66 OW did you come to fall into 
Electrical Supplies anyway?” 
I asked Brown. 

“Well it came about in this way. 
When I was a kid around the store 
at home a salesman always came as 
a ray of sunshine from the outside 
world. He brought strange wares and 
still stranger tales. I used to watch 
the mail for advance notices of my 
favorite drummers. They never dis- 
appointed. my fondest hopes. Fat— 
thin—cadaverous—and dyspetic they 
came and dispelled the gloom, sales- 
manship possessed me. I resolved to 
become a salesman when I grew to be 
aman. But one day the Fairy Prince 
arrived. He was the cream of the 
order. Barbered and trimmed to per- 
fection, he scintillated like a priceless 
jewel. He radiated good will and 
prosperity. He was as suave as a 
dealer in Texas oil. His specialty— 
was—Baking Powder. Most sales- 
men I knew shook hands with dad; 
inquired about his health and _ busi- 
ness; went over his stock and filled 

But this was a new breed. 

“He took out his several cases, ar- 
ranged them in a formidable array 
upon the counter, near the cheese case 
—along with numerous tables, pictures 
and charts. He arranged his tie, 
took up his pencil and began. First 
on formulas, pointed out positions on 
the chart, traced Baking Powder 
from the skin of the Grape to the 


in. 





stomach, and gave the astonishing re- 
sults thereof. I had held a hazy 
notion heretofore that progress was 


largely dependent upon schools, 
churches, certain qualified leaders 
and responsible followers. But now 


I knew that at the bottom and back 
of the whole movement was Baking 
Powder. For had he not admitted it. 
Incidentally it was a stimulant to 
business, the panacea for lagging 
profits. I leave the rest of his story 
to the poet and the painter. I cannot 
do him justice. Then with a flourish 
he wrote something large in his order 
book, read it into the confusion of 
our minds: said, “Sign here,” indicat- 
ing the line. Dad hastened to sign 
before the opportunity slipped. 

“‘Well we never saw him again. But 
high on the shelves is an array of 
stubborn immovable Baking Powder. 

“Now after twenty years, Dad 
points to it with some little amuse- 
ment. Calls it the monument erected 
in his heyday to the Power of Persua- 
sion. His refuge against the Batter- 
ing Rams of Gaff. And speaks more 
than kindly enough of the gentleman 
who fished him safely out of the 
Sucker Pool. Calls it his Most Profit- 
able Investment. Then he adds, 
‘Gosh, I’m glad he wasn’t selling 
Diamond Dust.’ ”’ 

“That”, said Brown, “is why I hit 
upon the Electrical line. Suspect it 
or not, I’ve a conscience. We don’t 
promote grave yards for dead stock 
there—cause there ain’t any.” 


66 USTOMERS are always 
right”, is the principle upon 
which Marshall Field prosperity fed 
and grew. Well, perhaps! But I’ve 
found some pretty ticklish proposi- 
tions among them. Kid gloves are too 
harsh, for—and bruise—a lot of ’em. 
A shoe salesman once told me of a 
petite young lady.who came in to buy 
a pair of riding boots. She paid an 
extravagant sum for them. After two 
weeks she returned in a fit of anger. 
“Riding Boots, bah! Here after 
but two weeks wear, the heels are run 
over—soles through. I’ve been 
cheated outrageously”, she stormed. 
“Cheated Outrageously”’, soothed 
the politic merchant, ‘““Why these are 
most dependable riding boots. I’m 
sorry indeed, I am. Ah, but we have 
some very excellent walking shoes. If 
I had only thought to have suggested 
them in the first place.” 
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To The Jobbers’ Salesmen 


Who Read 
“The Jobber’s Salesman” 


GREETINGS! 








DUNCAN MODELM2 A.C. WATTHOURMETER 


FIRST IN ACCURACY 

FIRST IN DEPENDABILITY 

FIRST IN LOW-COST UPKEEP 

FIRST IN THE MINDS OF C. S. MANAGERS 


Duncan Electric Mfg. Co. 


Lafayette, Indiana 
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We were discussing the relative 
merits of electrically driven washing 


machines. Our arguments were 
loaded with am- 
munition random- 
It Makes “ ly gathered from 
Difference 


conversations over- 
heard between the 
feminine members of the family. One 
answer stuck. “But my wife says 
that the ‘Kitchen-Wonder’ doesn’t get 
the clothes clean,” I objected. 

“Huh, that depends how dirty they 
are when you put them in the washer. 
We never have any difficulty in our 
home,” he replied. 

Pretty good stuff, Mr. Jobber 
Salesman, when the prospect gets 


991 


“funny”! 
* %* * 


It’s pretty hard for the older men 
in the electrical jobbing business to 
realize the rapid growth and present 
tremendous size of 
the household ap- 
pliance _ business. 
We have all been 
so in the habit of 
considering ourselves electrical supply 
jobbers, that we haven't even yet 
fully realized that we are electrical 
merchandise jobbers also. 

Just by way of a hint: In the De- 
cember issue of “Good Housekeeping” 
which probably ranks second in the 
list of women’s magazines, almost 60 
columns—or 20 pages—of advertising 
were devoted to electrical appliances. 
This was almost exactly 10 per cent 
of the entire bulk of the magazine. 

Here’s another hint: The other 
day it was learned that a certain de- 
partment store in a city that will rank 
fifth or sixth in the coming census, 
had contracted for over 6000 electric 
vacuum cleaners for the year 1920. 
This means retail sales of 500 ma- 
chines a month, or 20 each business 
day, summer and winter, good weath- 
er and bad. In this case, please note 


Merchandising 
Hints 


that the cleaners are not sold by 
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ertinent Sales Facts and 


Figures 


4 








house-to-house canvassers but are sold 
from the floor like any other standard 
merchandise. There are a good many 
electrical jobbing houses that do not 
sell 6000 vacuum cleaners a year at 
wholesale. 

Hint number three: At least six 
vacuum cleaner manufacturers will be 
equipped in 1920 to produce 1000 ma- 
chines a day. 

These vagrant facts point out to 
jobbers’ salesmen the obvious market 
in merchandise lines and suggest that 
this business will pass through job- 
bers only when and if the jobbers’ 
salesmen rustle for it. 


e& * * 


Supposing everybody that bought 
an electric fan last year actually 
wanted one before he was approached 


on the subject? 

H Supposing, Mr. 

What You're Jobber’s Sales- 
Paid For man, that every 


dealer you sold in 
1919 was actually looking for your 
line before you entered his store and 
all you had to do was to shove a dot- 
ted line under his nose and mail the 
order to the House? Suppose this 
condition existed, how long would you 
hold your job? Why, you would be 
as necessary in the game of selling 
goods as a second tail on a dog. Mod- 
ern salesmanship is creating wants, 
arousing desires and taking orders— 
the third step being the easiest. The 
big job is to drive the dealer’s train of 
thought into the channel you have 
prepared for him. 

How would you like to be selling a 
line that can’t be seen, heard, tasted, 
smelled or felt—a line that your pros- 
pect must die in order to win? How 
would you like to have your sales de- 
pend on your ability to convince a 
man that he is going to die! Huh? 
I guess you would be glad to get back 
to that sample case, all right. How- 
ever, over a billion dollars worth of 
life insurance was sold last year. 





How much easier it ought to be to 
sell a line of life insurance that will 
prevent your prospect’s death, a line 
that a dealer can sell a man without 
feeling that there may be another 
suicide before dark. I refer to the 
electrical safety devices, Mr. Jobber 
Salesman, that you carry, thinking 
that they ought to sell themselves. 

Tomorrow, select the very best in- 
closed, externally operated safety 
switch you carry and when you ap- 
proach the dealer imagine yourself to 
be a life-insurance agent. Put the 
same force into your talk as though 
you were selling a principle, not a 
tangible device. It’s a blamed sight 
easier to stimulate a desire for a stock 
of safety switches when the want is 
75 per cent present and continuous 
twelve months in the year, than to sell 
window screens in January or heating 
systems in July. 

* %* * 


The day has passed when a sales- 
man in any line is rated solely on his 
ability to take orders. With the exit 
of the “drummer” 
has also gone the 
salesman who 
sells a dealer be- 
cause he, the 
salesman, is a good fellow. Of course 
personality counts; but not the per- 
sonality of an “entertainer.” Sales- 
man-contact with the dealer is today 
established upon a higher plan of 
understanding. The dealer in buy- 
ing an order of goods pays for and 
expects to receive additional value in 
the way of Service. 


Passing of the 
Drummer 


The term “service’”—worn thread- 
bare by promiscuous usage—has a 
distinct meaning to the jobber sales- 
man. An illustration may perhaps 
throw light on the subject. A dealer 
is more or less of a small town propo- 
sition. Immediate considerations hold 
him close to the grindstone. His 
vision is restricted to his locality. 
Nevertheless, he is over anxious to 
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BRYANT Dubl-duty SOCKET 


Something everybody can use 





Something anybody can apply 

















Screw Plug fits any Edison Lamp 
Socket. 






Side Socket 
Always On 
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Side Socket will take any 
Edison screw base device and 
will carry 660 waits at 250 
volts, which is ample for any 
lamp device that is built for 
use in base sockets. 


al 


f Pull Chain controls Lower Socket. 


: Any Standard Shade and Holder can 
y .: be applied without interfering with 
_ - use of Side Socket. 
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Lower Socket will take 
any Edison screw base 
device and will carry 
250 watts at 250 volts. 


When a lamp is used 
in bottom outlet it 
maintains its origi- 
nal position. 


Any medium base attachment plug one piece, swivel, or separable, or a lamp can be used in 
either socket without danger of no fit. 


TWO SSteoF ONE 


The Pull Chain Extension Socket with Duplex Edison Screw Base Outlets 


Packed in individual carton 


Retail Selling Price $1.60 each. Two for $3.00. Liberal Discounts to the trade. 


THE BRYANT ELECTRIC COMPANY 


BRIDGEPORT, CONN. 
NEW YORK CHICAGO SAN FRANCISCO 
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know what other dealers are doing to 
solve his perplexing problems. He is 
continually scanning the horizon in 
search of a clue to future business 
conditions. He is anxious to know 
how the trade is talking about busi- 
ness for next fall. He hasn’t time to 
digest the trade paper: he wants the 
“news” hot off the griddle, condensed 
and usuable. 

The dealer is coming more and 
more to depend upon the salesman to 
keep him informed, and in turn mod- 
ern salesmanship requires that every 
man on the road be posted on the in- 
teresting facts and news of his line. 
When he steps into the dealer’s store, 
the first thought that comes into the 
dealer’s head ought to be this, “Well, 
here’s Jones, he will put me straight 
on the market for switches,” or any 
line he is anxious about. 

A jobber salesman should be so 
loaded with interesting merchandis- 
ing information on electrical goods 
that the dealer will always think un- 
consciously in every emergency, “We 
will just wait until Jones comes in 
and talk it over with him. He’s got 
a pretty good head for that stuff”. 

When “Jones” finally works him- 
self into a dealer’s confidence to that 
extent he is rendering Service 100 per 


cent good. 
* + 


A recent survey made by the Iowa 
State College of Agriculture of one 
rural township in the state of Iowa 
disclosed the fact 
that only 11 per 
cent of the farm- 
ers have electric 
lights. This fig- 
ure proves plainly that the surface of 
this field has been barely scratched. 
“Agriculturally” speaking Iowa is one 
of the wealthiest and most progressive 
states in the union. If only 11 per 
cent of the Iowa farms are electrified, 
what must be the percentage in other 
states? Imagine a field where 89 per 
cent are still to be sold with each 
buyer a prospect for at least a $1,000 
order after wiring, appliances, etc., 
are included. The farmer is fast de- 
veloping into the equivalent of the old 
European overlords who had their own 
large villas with the cottages of their 
help situated close by. This means 
additional wiring on the farm. It is 
coming to this and unlike industrial 
accounts the business of nine out of 
ten farmers will go through the job- 


The Farmer’s 
Needs 








ber. It looks as though it would pay 
to harrow this field well and sow 
broadcast the seed of the electrical 
idea. Build up the progressive 
dealer who knows the farmer. 
* * * 

A young enthusiast trained for two 

months under the guidance of the 


traveling representative. The school 
semester was 


Salesmanship nearly completed 
vs. Order and the Kid's 
Taking funds gone. To 


come back another 
year meant that there must be three 
months of hustle from door-to-door 
during the summer heat, toting Dr. 
Quack’s “Home Diseases”’. 

The Kid two weeks. later struck 
out confidently along a dusty Indiana 
highway, sample morocco edition un- 
der-arm, sweating but confident, 
crammed to the gills with sales argu- 
ments. 

He makes his first call. Business 
of ringing door bell. Wait. Enter 
bewhiskered Son of-the-Soil: 

Salesman—‘“You don’t want to buy 
a book, do you?” 

Son of-the-Soil—“No-o00”, with 
rising inflection. Curtain! 

‘The Kid gets a job at two-fifty per, 
hoeing corn. 

Ten years elapse. The Kid is now 
man grown. He has forgotten the 
sting of his first defeat and is again 
on the road—not the open road but a 
double tracked road leading into Al- 
toona, Pennsylvania. 

The train stops. Porter carries 
small case to the platform. Our Hero 
lights a fifteen-cent-straight and hails 
a taxi. 

“Brown Hardware Company ! 

“Good morning, Mr. Brown.” 

Brown scowls, affecting attitude of 
extreme pressure. 

“T can interest you in something 
good if you grant me just a few min- 
utes of your time.” 

“My time’s d——d valuable. Come 
around tomorrow and I might talk to 
you.” 

Business of calculating rapidly how 
much it would cost to wait over one 
day to see Brown—a dealer very 
much worth landing. 

“But Mr. Brown, I-a—.” 

“Nothin’ doing, you couldn’t sell 
me anyhow. I know your line—no 
use for it.” : 

But the salesman knew Brown 
didn’t know the line. 


” 












“Mr. Brown, you say your time is 
too valuable to let me have any of it. 
I’m interested in knowing just how 
valuable you consider an hour of your 
time? In other words, tell me how 
much you are worth per hour and I’ll 
buy fifteen minutes at double the price 
you state.” 

Brown stares hard, “Four dollars 
an hour.” 

“Here’s two dollars, may I begin?” 

Brown takes the bill, “Shoot !’’ 

Brown sold one hour of his busy 
day before the salesman finished. 

Brown placed an order at the end 
of that hour that surprised even the 
boys: at the House. 

Both incidents are simple. There 
is nothing unusual in either, except 
that they illustrate the difference be- 
tween the approach of an amateur 
and a professional. Brown fell for a 
salesman. The farmer licked an order 
taker. 


+ &€ 


Near the source of the Cheat River 
southwest of Pittsburgh, reposes a 
monument to American shortsighted- 
ness. Ten years 
ago—or perhaps 
more — with for- 
ward - looking 
thought, a group 
of capitalists conceived the idea of 
furnishing fifty thousand factories, 
office buildings and homes in the 
Pittsburgh district with cheaper elec- 
tricity by developing the Cheat’s 
hydroelectric’ resources. The dam 
was nearly completed and the project 
assumed the character of a going con- 
cern even in an industrial section 
where bituminous coal is mined at the 
factory door. Suddenly the project 
was dropped like a hot cake and 
dubbed by its progenitors as “‘imprac- 
tical”, 

In less time than even the most vis- 
ionary could have imagined, | Pitts- 
burgh found it impossible to supply 
the demand for electric power. Gen- 
erating costs—from coal—labor short- 
age in the mines, and labor disturb- 
ances restricted the development of 
the generating unit to such a marked 
extent that it was difficult to keep 
pace with the general growth of the 
district. Had the project on the 
Cheat River been completed, a de- 
pendable source of power would al- 
ways be available, regardless of the 
fluctuations of the human element in 
production. 


A National 
Ideal 
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Jobbers’ Salesmen 


Leading jobbers are making stu- 
pendous profits by pushing ‘“Vio- 
letta.”” Take advantage of the tre- 
mendous demand for ‘“Violctta” 
created by our national advertising. 
Get your share of the easy sales 
and big profits. Our liberal selling 
plan will astonish you—write for it 
today. If your territory is open 
we can make you an attractive 
proposition. We will back you up 
with effective sales helps—beauti- 
ful window cards, etc. Write to- 
day—tomorrow may be too late. 


“= Zs 
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“Uro/etha” 


Health—energy—beauty ; that’s what this marvelous Violet 
Ray Machine brings to every user. Daily treatments at a 
cost of less than 1 cent per treatment insure relief from head- 
aches, catarrh, constipation, lumbago, insomnia, nervousness. 
As a beautifier Violetta is unequalled. It quickly removes 
eczema, pimples, blackheads. It makes the human body a 
dynamo of energy and health. 


And remember Violetta is not a vibrator. It does not bind 
the muscles—it does not shock or pain. Instead, it soothes 
or stimulates, sending the magic healing power of electricity 
thru every cell, tissue and organ of the body. 


Violetta has the endorsement of physicians and scientists 
everywhere. It’s a device that should find a permanent place 
in every home, doctor’s office and beauty parlor in the United 
States. 














BLEADON-DUN COMPANY 


General Offices: 326 W. Madison St. Factory: 15 S. Desplaines St. 


Chicago, Illinois 
Exporter---Theo. Stave Co., 30 Church St., N.Y. 
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The case of the Cheat is typical 
from Maine to California. The pub- 
lic has been educated steadily, with 
increasing returns, to the advantage 
of doing work electrically, but the 
very instigators of electrical promo- 
tion have failed to’ grasp the magni- 
tude of the results. 

Until 1920—the ‘public, that is, the 
industrial and business public, was in- 
different to hydroelectric develop- 
ment. Legislatures have side-stepped 
and Congress has “tabled,” ad infin- 
itum—auntil January, 1920. Today 
we have sold the public on electricity 
and we have almost sold them on the 
plan of a nation-wide distribution sys- 
tem for electric current, generated by 
our cheapest natural resource—water 
power. 

The subject of our hydroelectric 
possibilities has now become a subject 
of popular djscussion everywhere. 
There is something big, romantic, and 
American in its:appeal. People like 
to talk about it, speculate, dream of 
mammoth distribution systems. Amer- 
icans dream of the day when the labor 
in every home will be done with the 
power now potential in their rivers. 

Keep this romance of our, industry 
alive. Study its possibilities, » Store 
your memory with the episodes of 
great electrical developments. Talk 
it! It’s a great ammunition, and any 
prospect will warm-up to it because 
we all like to talk “big”. It’s a far 
better “opener” for the interview than 
“the weather”. 


Percolators, electric air heaters, 
grills, toasters, vacuum cleaners and 
washing machines are luxuries. hat 
is, people can do 
without them. 
Usually they are 
bought when the 
“Mister” is get- 
ting time-and-a-half, double time and 
bonuses, when there is extra money 
in the home, when Sallie is buying fur 
coats, John $18 shoes, and Mother a 
new mahogany suite for the front 
room. 

The volume of the appliance busi- 
ness in 1920 will depend largely on 
this exceptional buying power and if 
1919 repeats itself even with all its 
H. C. L., we can look for a banner 
year. 

Let’s see what luxuries- people 
spent their money for last year. We 
had the luxury of a strike which cost 


Appliances 
in 1920 


$1,975,000,000. New York bought 
502,785 © automobiles and _ trucks. 
Americans smoked 388,000,000,000 


cigarettes and ate 64,000,000 choco- 
late almond bars. Fifteen thousand 
talking machines were made last year. 
It seems that these five statements 
are convincing evidence that people 
have money to spend for things not 
absolutely necessary. Let’s go! 


Any employer of men is interested 
in any proposition that will reduce his 
urgent need for man power and not 
because he would 
like to reduce his 
force but because 
he cannot find 
enough men to fill 
the jobs open. A great many employ- 
ers are just shortsighted enough that 
they will not take stock of their pos- 
sibilities for installing small motors 
and labor-saving devices to solve their 
problems. 

And yet actual practice shows that 
the small motor is a most potent fac- 
tor in the solution. Note the increase 
in the use of motors for industrial 
purposes since 1890. During that 
year there were 15,569 motor horse- 
power in use in industrial plants in 
the United States and in 1899, 492,- 
936; in 1904, 4,817,140, and in 1920, 
9,000,000 horsepower. 


Motors and 
Man Power 


But two years ago it was only pos- 
sible for the expert illuminating engi- 
neer to tell by actual measurements 

whether a factory 


was adequately 
The Foot- lighted. Today, 
Candle Meter however, it is a 


simple matter for 
the non-technical salesman to go out 
on the job and, by himself, derive the 
actual illumination intensity prevail- 
ing in any plant. This may be accom- 
plished with the foot-candle meter, a 
small portable instrument which, 
placed at any spot, indicates the in- 
tensity of illumination at that point. 
The meter readings are in foot-can- 
dles so that to ascertain the correct 
lamps, reflectors, etc., required it is 
only necessary to compare the foot- 
candle intensities as specified in the 
State Factory Lighting Code or the 
Illuminating Engineering Society 
Code with the actual measurements as 
found in the plant. The foot-candle 


meter is compact, simple, reliable and 
not easily damaged and is contained 


in a leather carrying case. The foot- 
candle meter promises to be an im- 
portant factor in the future sales of 
lighting equipment. 


Why not suggest this to the next 
dealer called on. He may be able to 
make use of the idea—electrically. 

During January 
when the ther- 
mometer was reg- 
istering six below 
and the chills 
were playing tag up and down my 
vertebra, I was hustling down Penn 
Avenue, when suddenly a warm gust 
of air blew in my face and turning to 
the source I saw “some” crowd col- 
lected in front of a hardware dealer’s 
establishment. They were getting 
warm—and incidentally staring at a 
window display—and a dealer’s trade 
name. How? He had simply moved 
one of his Resnor open gas stoves to 
the pavement directly in front of his 
window and turned on the gas, and 
believe me that little stove’ warmed ' 
several thousand cold fingers and toes 
during the week that he had it there. 

Here’s the idea—why not a foot- 
warmer or electric air heater of the 
fan type put to the same use? Why 
not loan one to the “picture show’ 
man for his crowded lobby. 


Try This 
One 


The range of possibilities in new 
lighting equipment sales is not de- 
creasing in spite of the many new 
installations in re- 
cent years. Im- 
provement in 
lighting equipment 
has taken place so 
rapidly in the past five years that an 
installation made five years ago is 
today not classed as acceptable. A 
recent review of the industrial light- 
ing situation revealed the fact that 24 
per cent of industrial plants have 
made no lighting changes within the 
past five years. Seventy-six per cent 
have made some changes, but in rela- 
tively few cases has the lighting been 
remodeled in the whole or major part 
of the plant. Further investigation 
proved that only 55.5 per cent, or a 
trifle over half, of the factory execu- 
tives are reasonably informed on the 
progress of industrial lighting. Only 
75 per cent of industrial managers 
realize and believe that good factory 
lighting is not merely a necessary ex- 
pense but a _ productive measure. 


Some Lighting 
Facts 
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It’s easy to sell—when it’s HUBBELL 


F Se 





One of the big selling arguments for the 
Hubbell Flush Receptacle is the Patented 
T-Slot. This exclusive feature permits any 
standard cap being used whether its blades 
are parallel or tandem. 


The narrow T-slot openings guard the fin- 
gers from contact with the springs and pre- 
vent shock. Individual porcelain chambers 
into which the cap blades pass make short 
circuiting impossible. 









HARVEY HUBBELL 


ELECTRICAL (RBH) SPECIALTIES 





BRIDGEPORT CONN, U.S.A. 
UU Fy, 


RWAVLZ 






2058-U 
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Entire Line 


‘of BUSS Renewable FUSES 


from 3 to 600 Amperes in both 250 and 600 Volts 
have received the approval of the 


UNDERWRITERS | 
LABORATORIES, Inc. 


and are now being labeled 


“UNDERWRITERS LABORATORIES 
- INSPECTED” 


Insist on getting BUSS Renewable Fuses, 


approved in every size, for every purpose. 


Jobbers and Dealers! Do you realize the 
tremendous saleability of a fuse thus indorsed? 
Write at once for terms. 


BUSSMAN MFG. CO., St. Louis, Mo. 


Branch Offices _+(O- 4d ig 


New York 731 Broadway 
Chicago 627 W. Jackson 


° in ‘ ELECTRICTY'S SAFETY VALVE 
San Francisco 509 Mission St. § ##§§$‘ ~~ u3) 










RUSS Renewable Fuses embody The 
Drop- Out Link which reduces the arc to 
the minimum, prevents damage to the 
fuse, and requires no filler. 
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The path of least resistance 


is not often a wise choice. You know, and we know, that 
a man who is easy to talk to is often hardest to sell. Like- 
wise, a man who is easy to sell does not stick longer than the 
time of the next salesman’s call. Generally speaking, the 
more resistance you must overcome, the better you’ll make 
your customer stick in the long run. 


BUSS RENEWABLE FUSES overcome resistance for 
you because the fuse will sell itself. Its design is so far su- 
perior to anything else on the market, and always so far 
ahead of its competitors, that it requires only a demonstra- 
tion of the fuse to convince your customer. 


Salesmen handling Buss Fuses find that the customer 
sticks in the long run, because of the high quality of the 
fuse and because these advantages are real—not merely 
talking points. 


Carry a sample of the Buss ferrule contact renewable fuse 
in your pocket. Just show it to every one of your custom- 
ers and watch the results. 99 per cent will tell you what we 
have said, namely 


That BUSS RENEWABLE FUSES have been 
leading their competitors ever since they were 
placed on the market and are today further 
ahead than ever. 


Page opposite shows copy of Buss advertising 
—— appearing this month in all electrical trade ™ 
papers. 
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Atlantic Jobbers Meet in 
New York 

Simultaneous with the meeting of 
the Central Division of the Electrical 
Supply Jobbers’ Association in Chi- 
cago, the Atlantic Division of the as- 
socation met in New York on Feb. 9, 
to discuss subjects of interest to the 
members and to complete their plans 
for attending their twelfth annual 
convention, to be held at Del Monte, 
Cal., May 12, 18 and 14. George W. 
Provot spoke on conditions in the steel 
industry and told how the demand for 
steel is far over-running the capac- 
ity of the mills. The two principal 
subjects under discussion related to 
the turnover on lamps that is being 
asked by manufacturers and the dis- 
count allowed on electric heating de- 
vices. ‘F. C. Price presented a de- 
tailed analysis of costs and income of 
a jobber’s business which showed that 
the gross profit is 20 per cent. He 
demonstrated also that no net profit 
would result unless the gross profit 
amounted to approximately 25 per 
cent. Those who took part in the dis- 
cussion were nearly all of the opinion 
that the jobbers were handling these 
commodities at a definite loss. W. L. 
Goodwin called attention to the im- 
portance of the meeting to be held in 
California in May and urged that 
every jobber go. He also gave a 
brief review of the aims of the recon- 
structed Conference Club. Frank A. 
Merkel, business manager of The Job- 
ber’s Salesman, was very enthusias- 
tically received in his talk on the aims 
and purposes of the publication. A. 
M. Little, of the Mohawk Electric 
Supply Co., Syracuse, N. Y., was 
elected chairman of the Atlantic Di- 
vision. 


General Electric Co. Has 


Bumper Year in 1919 


Contrary to all expectations, the 
General Electric Co. closed the big- 
gest year in its history, Dec. 31, 1919, 
with billings amounting to $231,000,- 
000, as compared with billings in 
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1918 of $216,815,277, an increase of 
over $14,000,000. Last year was the 
fourth consecutive year in which a 
new record for gross business has 
been established, with bookings slight- 
ly in excess of the $234,134,087 mark 
of 1918. Considering that the com- 
pany as late as April was said to be 
figuring on a gross business of be- 
tween $150,000,000 and $175,000,000 
for the year, this was a remarkable 
and unexpected showing. The abrupt 
cessation of orders in the months fol- 
lowing the signing the armistice left 
small hopes for a volume of business 
which would even approach the fig- 
ures of 1918. At the close of the first 
six months, however, business had 
picked up so rapidly that previous 
anticipations of a decrease proved en- 
tirely unwarranted. 


Fixture Dealers Convene in 
Detroit 


Three simultaneous conventions of 
the Lighting Fixture Dealers’ Society 
of America, the Illuminating Glass- 
ware Guild and the National Coun- 
cil of Lighting Fixture Manufacturers 
were held at the Hotel Statler, De- 
troit, Mich., from Monday, Feb. 9, to 
Saturday, Feb. 14, The 
conventions were opened 
Tuesday morning with an address of 
welcome by Mayor Couzens, of De- 
troit, as Monday was given over to 
registration of delegates, preparation 
of displays and meeting of executive 
committee. The mornings were de- 
voted to addresses and discussions on 
topics of paramount interest to fix- 
ture men, while the fixture market 
took up the greater part of each af- 
ternoon. Prominent among the speak- 
ers were W. L. Goodwin, Samuel A. 
Chase, both familiar figures in the 
jobbing field, Harry Newman Tolles, 
E. F. Guth, president Luminous Unit 
Co., St. Louis, Mo., Richard Appel, 
secretary-treasurer, New York Di- 
vision of National Council and Chas. 
L. Benjamin, Chicago. There were 
thirty-three fixture manufacturers and 


inclusive. 
actually 





, 





one part manufacturer represented at 
the Chandelier Show and Fixture 
Market. Prominent among the fix- 
ture exhibitors were Beardslee Chan- 
delier Mfg. Co., Chicago, Ill.; Duplex 
Lighting Works of General Electric 
Co., New York City; St. Louis Brass 
Mfg. Co., St. Louis, Mo.; National 
X-Ray Reflector Co., Chicago, IIl., 
and F, W. Wakefield Brass Co., Ver- 
milion, O. 


Electricity in Orange-Growing 
Industry 

When members of the Electrical 
Supply Jobbers’ Association and mem- 
bers of the National Electric Light 
Association attend their respective 
conventions at Del Monte and Pasa- 
dena, Cal., in May they will find that 
the orange is peculiarly the protege 
of electricity. Ordinarily when an 
electrical man thinks of an orange or 
grapefruit his thoughts revert to his 
breakfast, but after having taken a 
trip through the orange groves and 
packing houses his thoughts of this 
luscious fruit in the future will be 
comingled with his business. Not 
only do electrically driven pumps sup- 
ply the water for irrigating the 
groves, but the fruit is washed, brand- 
ed, sorted and boxed by electrically 
driven equipment and in some of the 
largest packing houses there are many 
time and labor-saving devices which 
obtain their power from electric mo- 
tors. 


Explains Manufacture of 
Incandescent Lamps 


E. D. Stryker, of the engineering 
department of the National Lamp 
Works, of Cleveland, O., on Jan. 21 
explained “The Manufacture of the 
Incandescent Lamp” before the Lynn 
(Mass.) Section of American Insti- 
tute of Electrical Engineers, illustrat- 
ing his talk with moving pictures and 
lantern slides. In his lecture Mr. 
Stryker gave a brief history of the 
art for the past 35 years and showed 
that the incandescent lamp is essen- 
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tially a filament of some matérial cap- 
able of withstanding high tempera- 
ture without rapidly vaporizing. The 
reason for its operation in a vacuum 
or inert gas, which does not contain 
oxygen or any other element that will 
chemically unite with the filament, is 
to prevent its jpurning up. A vacuum 
lacks a pressure to hold it together 
and to resist a tendency to fly apart 
or vaporize, but this is overcome by the 
use of gas in the bulb. In small gas 
filled lamps there is an inclination to 
heat up, resulting in a wattage loss, 
rendering them actually less efficient 
than vacuum lamps, but in larger 
lamps the reverse applies as there is 
a considerable gain in efficiency. 


Foreign-Made Electrical 
Supplies on Display 

A collection of about 230 samples 
of foreign made electrical supplies, 
gathered by agents of the Bureau of 
Foreign and Domestic Commerce in 
the markets of South America, the 
West Indies, Japan, China, New Zea- 
land and Vladivostok, are on display 
in the rooms of the Associated Manu- 
facturers of Electrical 
New York. Included in the exhibi- 
tion are samples of electrical supplies 


Supplies in 


of German, Japanese, Chinese, Dan- 
ish, English and Argentine manufac- 
ture. Additional samples from Ger- 
many, Japan and Spain are expected 
in the near future, and other speci- 
mens, as received from time to tin, 
will augment the assortment. 


Central Division Jobbers 


Convene 
The central division of the Elec- 
trical Supply Jobbers’ Association 


held their quarterly meeting at the 
Hotel La Salle, Chicago, Ill., Mon- 
day, Feb. 9. The topics of discussion 
at the morning session were “Petty 
Warehouse Thievery” and “Farm 
House Lighting Outfits.” V.G. East- 
man, of the Erner & Hopkins Co., Co- 
lumbus, O., presented some interest- 
ing discoveries on the former subject, 
while B. B. Downs, of the St. Paul 
Electric Co., St. Paul, Minn., gave 
his associates some valuable facts and 
figures on farm lighting plant sales. 
Thieving in the warehouse and stock- 
room is an-easy matter and difficult 
to overcome, but the action of warn- 
ing employes before hand is a means 
that was generally accepted as the 
easiest and most effective for prac- 
Mr. 


eliminating this evil. 


tically 





Downs explained that he was mak- 
ing his farm plant sales pay by run- 
ning them under a distinctly separate 
department with a manager and as- 
sistant manager at its head, four ste- 
nographers, a service manager and two 
traveling salesmen for each state in 
his territory. He says this depart- 
ment very easily stands on its own 
feet. One of the principal topics of 
discussion during the afternoon ses- 
“The Elimination of the 
Jobber from the Retail Business,” 
which was led by Paul Tafel, of the 
Tafel Electric Co., Louisville, Ky. 
Mr. Tafel said he believed that if this 
subject were turned around to read 
“The Elimination of the Retailer from 
the Jobbing Business” the real evil 
This dis- 
cussion developed, however, into a de- 
bate as to whether the jobber should 


sion was 


would be more apparent. 


continue to operate on the sliding- 
scale-discount basis or on the one- 
price basis as is the general rule 
among jobbers in other industries. 
Mr. Tafel contends that under the 
present system the jobber is virtually 
doing a brokerage rather than a job- 
bing business. He also points out 
that the one price system would serve 
to bring to time the menacing retailer 
who is attempting to do a jobbing 
business at destructive prices. At the 
same time, he says, it would tend tc 
place the legitimate jobber in a better 
position to improve price and mer- 
chandising conditions in the electrical 
field. There were divergent opinions 
on the subject, but it was unanimous- 
ly conceded that these questions are 
vital and worthy of deep thought and 
consideration to the end that they ‘be 
solved as soon as possible. The meet- 
ing was concluded with inteesting 
talks by Martin J. Wolf on, “Picking 
the Right Man,” and a discussion led 
by R. P. Oblinger on “Do Reductions 
in Price Stimulate Business?” 


Large Demand for Appliances 
in Louisville 


An increase of over 100 per cent 
in sales of electric appliances during 
the pre-holiday season was reported 
by Louisville dealers, as compared 
with 1918—the previous banner year. 
Each Christmas for the three past 
years has broken records in appliance 
sales. The only thing that prevented 
them from going higher in 1919 than 
they did was the exhausted condition 
of stocks. Increase in the popularity 





of electric appliances has led depart- 
ment, hardware and drug stores to 
feature electrical merchandise so that 
during the past holiday season over 
thirty-five different stores were han- 
dling electric household appliances. 


Credit Men Meet 

The twenty-fourth annual meeting 
of the Electrical Credit Association 
of Chicago was held Feb. 10 and 11, 
at Chicago. In spite of the fact that 
this meeting had first been set for 
November, then postponed to Decem- 
ber, then by reason of the coal strike 
to February and in the face of disor- 
ganization in many offices due to the 
“flu,” approximately 200 representa- 
tives attended. Discussions which 
seemed to predominate were on the 
subjects of change in name of the 
organization and the credit depart- 
ment’s relations with the sales depart- 
ment. The notable addresses deliv- 
ered were by John O. Presbey, Ivan- 
hoe-Regent Works, Cleveland, on “A 
Salesman’s Viewpoint-” J. P. Davis, 
Belden Manufacturing Co., on “Co- 
ordination Between Purchasing and 
Credit Departments;” C. E. Vandel, 
Western Electric Co., Kansas City, 
Mo., on “Municipal Credits;” T. K. 
Quinn, National Lamp Works, Cleve- 
land, O., on “Lamp Sales and Turn- 
over; J. E. Sweeney, Waterloo Elec- 
trical Supply Co., on “Standard Ac- 
counting Methods;’ D. E. Crane, 
Macbeth-Evans Glass Co., Pittsburgh, 
Pa., on “Reported Customers.” 


Unfilled Steel Orders 
Increase 

The United States Steel Corp. in 
its monthly statement reports an in- 
crease of 1,020,075 tons in unfilled 
orders. Unfilled orders on the books 
Jan. 31 amounted to 9,285,441 tons 
as compared with 8,265,366 tons on 
Dec. 31. Although these figures do 
not throw rays of sunshine on the 
rigid conduit and armored cable situ- 
ation, buyers are holding out high 
hopes for increased production in 
1920. 


Doubling of Schedule Material 
Lists in Debate 

The 10 per cent advance in sched- 
ule material prices this month re- 
newed the debate among manufactur- 
ers and jobbers as to whether list 
prices on this material should be 
doubled. Manufacturers are some- 
what hesitant on adopting the plan 
though the General Electric Co. 
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ECONOMY FUSE & MFG. CO. 
greets the electrical jobbers’ salesmen 
in this first issue of their intimate journal. 


Recognizing the important position of 
the jobbers’ salesmen in the electrical 
field, we have always consistently ad- 
hered to a strict policy of co-operation 
and service. Nation-wide advertising 
of Economy Fuses is a tremendous 
help to the alert merchandiser. Since 
Underwriters’ Approval of Economy 
Fuses in all capacities—0-600 Amps., 
both 250 and 600 volts—was announced, 
over 15,000,000 readers have seen the 
message. Our district managers and 
salesmen are ready at all times to ex- 
tend selling advice and sales helps. 


Push Economy Fuses for a good year and 
big sales. 


ECONOMY FUSE & MBG. CO. 
CHICAGO, U. S.A. 
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Hpac Six 








Benjamin No. 92 Two-Way Plug 


You'll find thisa regular little bread-winner, displayed 
almost everywhere you go and you’ll hear a lot of 
stories, pleasant success stories about it. Many asales- 
man makes this a headliner and then introduces other 
items in its wake. Are you capitalizing on the good 
will it has to help you to bigger sales? 


Benjamin 903 Swivel Attachment Plug 


Almost any dealer will talk to you about the kind of 
attachment plugs he’s buying for his appliances and 
that makes a grand opening for a talk on the 903. The 
standard in nearly every household is the Edison me- 
dium screw base whether in sockets or wall receptacles. 
This little 903 fits every standard Edison base device. It 
doesn’t kink the cord and it’s the most logical thing 
for him to send out with appliances. He’ll see it quick 
enough. Just give him a bit of a talk along that line. 


Benjamin Stand Lamp Clusters 


Your dealers like to talk about the fine points of table 
and floor lamps and right there you have a great chance 
to talk about the labor-saving features of the Benjamin 
Stand Lamp Clusters. Bring out the fact that they 
are adjustable so that the lamps may be placed advan- 
tageously with relation to the shade and that some of 
the biggest retailers in the country are capitalizing on 
the reputation of the Benjamin Stand Lamp Cluster 
in their advertising and on the floorin their selling talk. 


Address all communications to Advertising Department 
806 W. Washington Boulevard, Chicago 


BENJAMIN ELECTRIC MFG. CO. 


Sales and Distribution Offices: 


247 W. 17th Street 806 W. Washington Boulevard 590 Howard Street 
New York Chicago San Francisco 


The Benjamin Electric aor Co. of Canada, Ltd., Toronto, Canada 
The Benjamin Ek ectric, Ltd., London, England 


BENJAMIN 


Makers of Things More Useful 
CtCtCrK "i Tt ent 
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Benjamin Shade Holder Reflectors 


Here’s just the thing, many times, for getting a contractor 
started on a big job of changing lamps and reflectors. Where a 
plant simply will not change the present arrangement of wiring, 
this equipment breaks the ice. 


The Benjamin Shade Holder Reflector is simply a reflector with 
the shade holder built in. There are four types of these shade 
holder reflectors. One, with the holder for brass shell sockets, 
which are generally standard; one, the reflector with regular 
neck for standard 2% or 3% shade holders; another the holder 
for porcelain sockets; and lastly the type ‘‘S’’—a screw-threaded 
holder which fits Benjamin sockets, outlet box covers and ceil- 
ing lights. The one-piece feature of these reflectors affords the 
very simple method of supplying a special unit consisting of one 
piece instead of two separate pieces of apparatus, 


Benjamin Reflector Socket 


This is the accepted fixture by people like the railroads and in- 
dustrials who must obtain a real weatherproof article. The 
reflector is made seamless and there are no welded joints or 
cracks to allow moisture to creep in. Sockets and fittings con- 
tain improvements which are the result of years of experience 
in furnishing material of this kind for outdoor and weatherproof 
use. No one can make a mistake by advocating the use of first- 
class material. The reputation for knowing and talking the use 
of good equipment gives to the dealer or contractor an added 
respect for the salesman’s judgment. 


Benjamin Ready-to-Ship Panel 


Only too frequently is the contractor up against it for panel board equipment. He 
has been unable to lay the thing out accurately, and has found himself at sea on 
requirements until a very late date. Here’s where the Benjamin Ready-to-ship 
Panel comes into play. ‘These panels can be shipped right out of stock. A 
wire will bring them by express the following day. Capacities of ten circuits 
and under, which covers most of the jobs, can be gotten immediately. Besides, 
there is no better panel and this one has many points of superiority, particularly 
in appearance and in the item of labor-saving in installation. This is an important 
thing for the contractor to think about today. 


Address all communications to Advertising Department 
806 W. Washington Boulevard, Chicago 


BENJAMIN ELECTRIC MFG. CO. 


Sales and Distribution Offices: 


247 W. 17th Street 806 W. Washington Boulevard 590 Howard Street 
New York Chicago San Francisco 


The Benjamin Electric Mfg. Co. of Canada, Ltd., Toronto, Canada 
The Benjamin Electric, Ltd., London, England 


BENJAMIN 


Makers of Things More Useful 
ee TwTTwETETE_ETE_CE_E_GKe«Xr tT 
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started this procedure some time ago. 
Eastern and central states jobbers 
express themselves as being very 
much in favor of the plan. They 
contend that the underlying principles 
of discounts is subtraction not addi- 
Today central states jobbers 
are quoting discounts of plus 35 per 
cent in less than one-fifth standard 
packages, plus 10 per cent in one-fifth 
to full standard packages and less 12 
per cent in full standard packages 
material. 


tion. 


and over on schedule “B” 
This costs the jobber a great deal in 
time and energy quoting a 
dealer in small lots. Dealers are 
very much averse to having to buy 
on a plus basis and a great many do 


when 


not seem to understand or do not care 
to understand the situation. From 
experiences in their quotation depart- 
ments jobbers have found a dealer 
would rather be quoted a high list less 
a discount than a low list plus a dis- 
count. Many contractor-dealers and 
numerous industrial plants require list 
prices less or plus discounts on all 
bids submitted them, whereas for some 
time past, due to the necessity of add- 
ing to the list, jobbers have preferred 
to quote net prices. The psycho- 
logical effect produced by the quoting 
of a high list less a discount is a great 
deal more favorable to the jobber 
_ than the quoting of a low list plus a 


discount. 


War Still Hampers Solution 
of Economic Problems 

George A. McKinlock, president of 
the Central Electric Co., Chicago, be- 
lieves that, in a great measure, the 
solution of present economic problems, 
including inflated and _ labor 
agitation, rests on the settling of the 


prices 


peace treaty controversy in some defi- 
He adds that, owing to 
the uncertainty of what will come out 


nite form. 


of this peace, manufacturers and pro- 
ducers are not in a positon to plan 
very far ahead. Little. is coming from 
France, and general conditions of un- 
rest in Great Britain and all Europe, 
even extending in a small degree to 
our country, hamper all plans that 
might be advanced for putting busi- 
ness on a stable foundation, and prices 
on an equally satisfactory basis after 
meeting the new standards of value 
we are striving to obtain. Mr. Mc- 
Kinlock believes that the subject is 
too big and complex for immediate 
solution, but heartily indorses a move- 
ment to reduce the high prices. 





Notes About Jobbers 


Western Electric Co, Donates 
Athletic Field 

The Western Electric Co. of Chi- 
cago recently announced the donation 
of a 10-acre tract of land to its em- 
ployes for an athletic field to be used 
as a memorial to the thirty employes 
killed in the war. The track, compris- 
ing a square city block, was placed in 
the hands of the Hawthorne Club, an 
organization composed exclusively of 
employes. W. H. Meese, president 
of the club, says their plans call for 
a running track, a baseball diamond, 
a field for general athletics and num- 
erous tennis courts which will occupy 
about one-quarter of the space. There 
will be two rows of shade trees, a 
broad concrete walk and an orna- 
mental iron fence. Also included is 
a large building containing shower 
baths, lockers, etc. 


Illinois Electric Enlarges 
Appliance Repartment 


The Illinois Electric Co., of Chi- 
cago, due to its greatly increased busi- 
ness in washing machines and vacuum 
cleaners, has broadened its “Apex” 
department so that in the future it 
will handle both wholesale and retail 
sales, whereas in the past it confined 
its activities to retail sales only. J. 
A. Dunean, formerly the company’s 
northern Iowa representative, will act 
as general manager of the department 
and will supervise the wholesale sales. 
The retail end will be taken care of 
by A. E. Kramer, Mr. Duncan’s as- 
sistant, and formerly a retail sales- 
man for the company. Mr. Duncan 
has added 10 men to his force of re- 
tail salesmen, thereby bringing the 
total up to 60. The wholesale sales 
will continue to be taken care of by 
the regular force of wholesale sales- 
men. Mr. Duncan says they plan to 
cover every town in their territory 
with a population of 2,000 or over. 
He expects this te be the biggest year 
the company has ever experienced in 
the sales of these labor-saving de- 
vices. 


Sterling’s Business ,Increases 

The Sterling Electric Co., Minne- 
apolis, Minn., announces through its 
president, W. H. Vilett, that in 1919 
it nearly doubled the business it set 
out to do. At the beginning of the 
year the bogey was placed at $1,000,- 





000, but inside of eight months this 
mark had been reached. The bogey 
was then set ahead to $1,500,000 but 
at the end of the year it was found 
this goal was far surpassed, their 
total business amounting to $1,800,- 
000, which was nine times the busi- 
ness the company had done in 1913. 


Jobbers Increase Volume of 
Business 

Statistics from jobbers in the cen- 
tral states indicate that the average 
increase in the volume of business in 
1919 over that of 1918 was 49.4 per 
cent, whereas the cost of operation de- 
creased one-third of 1 per cent. The 
lowest increase shown was 5 per cent, 
and the highest 150 per cent. Coup- 
ling these figures with the average 
opinion among the jobbers, the out- 
look for 1920 is good. The public, 
especially the farmer, is becoming 
more thoroughly sold on the electrical 
idea every day. This means increased 
prestige, for the jobber and his sales- 
man have every reason to look for- 
ward to big things. Why not a 100 
per cent average increase in 1920? 


Sioussat Supply Stores 
Manager 

W. L. Sioussat, who has, during his 
sojourn with the Western Electric 
Co., served at their Chicago, Detroit, 
Cincinnati and Cleveland houses, is 
now the company’s supply stores man- 
ager in the New York house. Mr. 
Sioussat joined the Western Electric 
Co. in 1907 and since that date has 
held important offices in these vari- 
ous branches. The company’s house 
organ, Western Electric News, says 
the position of supply stores manager 
in New York wiil be handled by a 


man of proven worth. 


New Jobber in Philadelphia 
William T. Walker, formerly gen- 
eral manager of the Frank H. Stew- 
art Electric Co., of Philadelphia, and 
Samuel Boardman, formerly sales 
manager of the same concern, have 
taken over the management of the 
Franklin Electric Co., 3111 North 
15th St., Philadelphigs. Pa., which is 
arranging for the opening of their new 
headquarters at 15 North 7th St. 
about March 1. The company pro- 
poses to carry a complete line of elec- 
trical equipment and stipplies. 
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“I| A Something to Sell— 
0,- : ; 
wt h A Mark of Service 

asners Thor Products backed by Hur- 
ley Service—a- combination that 
ee Ironers really helps the Jobber’s Salesman. 
” It offers you a quality line of mer- 
“a Vacuum chandise to sell —a line with a na- 
‘he Cleaners tional reputation for reliability, 
im durability and efficiency. 
a But that isn’t all. Hurley Serv- 
ic. ice helps your dealers sell, insures 
ue repeat orders, and strengthens the 
ed dealer’s confidence in you. 
a Push the Line You Can Depend On 
his 
: 
“4 

Hurley Machine Co. 
28 East Jackson Blvd. 

we CHICAGO 
% New York 
ia Toronto 
he 
‘th 
st. 
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Are You Cashing-In on 


Appliances? 


The Public Want Appliances of All Kinds — 1920 Will Be a Banner 
Year — Get Your Dealers Enthused 


HE enormous market that is 
practically begging for elec- 


trical household appliances to- 
day, ushers in the greatest of golden 
opportunities that has been known in 
the electrical jobbing field. 

Opportunity is pounding at the 
portals of the electrical jobbers. But 
they must do more than turn the knob 
to admit her. The door requires a 
key that, until recently, has been con- 
spicuous by its absence on the sell- 
ing key-ring of the average electrical 
jobbing house. 

Its noticeable absence has cost the 
jobbers some of the leading electrical 
appliances, for some manufacturers 
have been forced to seek other chan- 
nels of selling in order to develop 
territories to full possibilities. 

The indications are now that the 
jobbers heard Opportunity’s 
rapping and have found or are rap- 
idly finding the merchandising key 
that will open the door and admit 
Opportunity with her chests of gold. 


have 


Appliances Need Different Sales 
Methods 


The first step necessary is a divorce. 
The appliances must be separated 
permanently in everyone’s mind from 
the catalog lines. 


You won't have a look-in so long 
as you sell electrical appliances in 
the same manner that you handle 
conduits, lamps, sockets, etc. 

Instead of being order-takers you 
must become order-makers. Sales 
are made, not born, in this game. 

Is it worth while? Take washing 
machines for example. They can 
run into money and profit quicker 
than any other line a jobber can 
name. Their unit sale amount is high. 
They sell rapidly, if properly mer- 
chandised. They give you a big vol- 
ume in quick time and it grows fast 
as dealers get enthused and going. 


By JAY J. KEITH 
Altorfer Brothers Co. 


about the tre- 
electrical 


LL this talk 

mendous 
household appliances is likely to 
lead us to an entirely erroneous 
conclusion. Hearing nothing but ex- 
aggerated optimism, we take it for 
granted that everything is going 
swimmingly and that all we have to 
do is to sit tight and refrain from 
rocking the boat. 

As a matter of cold fact, sales 
of electrical merchandise, while al- 
ready great and rapidly growing, 
are by no means in a satisfactory 
condition. The electrical trade 
which we have come to believe is 
making vast strides, is actually do- 
ing nothing very wonderful. Here 
are some of the figures which should 
cause the average jobbers’ sales- 
man to sit up and do a little over- 
time thinking. 


sale of 


25 per cent of so-called electrical 
dealers do not handle fans. 

33 per cent of the so-called deal- 
ers do not handle wiring devices. 
Only about half the electrical 
trade handles motors. 


25 per cent do not handle heat- 
ing appliances other than flat 
irons. 

Only 16 per cent or about 1 in 
every 6 handles motor-driven 
household appliances. 


So there is plenty of room for 
the business missionary yet, and we 
wholesalers must not relax effort in 
a mistaken belief that the trade is 
100 per cent efficient. 

Imagine what the dry-goods peo- 
ple would think if 88 per cent of 
the department stores did not han- 
dle silk, or if 25 per cent failed to 
carry white goods! The situation 
in the electrical trade is exactly as 
ridiculous as these supositious cases. 











—— 


They efforts hand- 


somely. 


repay your 

The thing is just this, however, 
probably close to a million electric 
washers will be sold in 1920. People 
want them. If the electrical jobber 
neglects his channel through himself 
and electrical appliance outlets, the 
flow will be diverted to the depart- 
ment, hardware, furniture and gen- 
eral stores not logically equipped to 
sell things electrical, in the desperate 
efforts of manufacturers to get their 
appliances to the waiting public. 

What must the electrical jobber 
and his salesmen do, more specific- 
ally? 

They must learn to sell on a differ- 
ent basis than that used for supply 
lines. They must become specialty 
people and specialty salesmen when 
they talk appliances to dealers. 


Agency Proposition Necessary 


They must find out how to sell a 
complete agency proposition to their 
dealers. By that I mean they must 
show the dealer how to go after the 
appliance business and lasso it. They 
must secure from the manufacturers 
full information on how a dealer 
should put on campaigns of selling. 
They must establish close liason with 
the manufacturers’ representatives 
and obtain the latest retailing ideas 
being used for each appliance. The 
dealer creates the supply business for 
you. You are merely his convenient 
source of supply. 


But you must show him how to cre- 
ate his appliance business. You must 
be his fount of merchandising inspira- 
tion. 

You sell supplies to anyone who is 
a fair credit risk. You should select 
appliance dealers on a different basis. 
You should pick them carefully. 
They must be live, pushing dealers. 
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UNION. * 


J FUSES 








1 ve The development of electrical equipment has made the 

ae problem of fusing a scientific one. Fuses can no longer be 
installed by rule of thumb. The increasing use of high volt- 
age, the wide introduction of electrically-driven units and the 


le fluctuations of current-flow in many industries all point to 
r es: the necessity of scientific fusing. 
if bee 


In order to meet these varying requirements we have estab- 
.- f° lished a Service Department with branches in all principal centers. 
Ee We go a step beyond the manufacture of good fuses—we tell you 
BG exactly what type of fuse to use in order to secure absolute protec- 
tion at the lowest cost. 


ir = Thousands of concerns today are using renewable fuses where 

ee they should be using the non-renewable type, and vice versa. How 
do you know but that this condition exists in your customer’s plant? 
Have you any assurance that they are not spending two or three 
times as much for fusing, in the course of a year, as they ought to 


ere be spending? And after all, are you positive that -# oe ## ####§§ $$. 
P oe with their present fuse system their machinery and = # ‘Seam 
y be plant are really protected? 
J Fe You would be amazed to learn of the 
* sh costly errors and dangerous conditions 


unearthed by our Fuse Engineers in the 
course of their investigations. 


es Without the slightest obligation on 
a -* your part, one of our Engineers will be 
P* glad to make a careful survey of the fuse 
t abe conditions in your customer’s plant, 
a in consultation with a member of 

their own Engineering Staff. 
All 250-volt ‘‘Union’”’ Renewable 
Fuses, 0 to 600 amperes, have the 


unqualified approval of the Under- 
writers’ Laboratories. 


The principal electrical dealers 
everywhere sell “Union’’ Fuses. 


Chicago Fuse Mfg. Co. 


it : Oldest and largest 
ys manufacturers of 
Fuses, Electrical 
Protecting Materials 
and Conduit Fittings 





New York 





Chicago 


















A Service 
Department 
for reducing 
Fuse Costs 
and securing 
Better Fase 
Protection 




































50 


THE JoBBER’s [J] SALESMAN 








They must be the best obtainable eut- 
lets in each locality. 


Select Your Dealers 


Select them out of the entire com- 
munity, not merely out of the list of 
your supply customers in each place. 

If the best dealer in your estima- 
tion is not buying supplies from you, 
get him to sell your appliances re- 
Your success depends or. 
It is qual- 


gardless. 
your outlets in every city. 
ity of appliance dealers, not quaitity, 
that runs this business into volume. 

One dealer in the big league class 
is worth two in the: bush. 

In selling washing machines we find 
that the best outlets usually rank in 
the following order: 

First, the specialty appliance stores 
that sell no supplies or fixtures. They 
are already a factor in larger cities 
and gradually they are being formed 
in places of smaller population. They 
think in terms of appliance sales the 


entire day long. They are expert in 


advertising, displaying, demonstrat- 
ing and selling appliances. They 


They 


get the business because they are after 


comb their localities for leads. 


it from sunrise to sunset. 
Next the contract-dealers who 
possess the vision and the initiative 


are 


to become aggressive salesmen of ap- 
pliances. Many of them grow into 
the first class, handling appliances as 
a separate business from their wiring, 
etc. 

Third the 
who have largely been forced into ap- 
pliance sales by the lack of progress 
exhibited by the electrical dealers. 
are the hardware, fur- 


come central stations. 


Then there 
niture and department stores who, by 
establishing departments devoted to 
aggressive sales of electrical appli- 
ances, really establish stores of the 
first class under the same roof that 
covers their other departments. 

Lastly, do not overlook the retail 
distributors of farm lighting plants 
who are keen citizens in landing the 
sales of appliances to farmers. . 

Out of the line-up in each locality, 
go after the ones who have shown 
they see the sales possibilities of this 
business’ and who, in turn, are going 
after the orders. 


The jobbers’ salesmen must disre- 
gard their lists of supply customers 
to keep in the lead in this game. 

The jobbers’ salesmen, when they 
tackle 


appliances, must enter the 


town like the manufacturer's specialty 
man. They must approach the most 
desirable trade, disregarding every 
other factor. 

As I said at the outset, the first 
step necessary is a divorce from old 
methods when you wet your feet in 
appliances. 

Only the jobbers’ salesmen and the 
jobbers who adopt the specialty sales- 
man’s and the specialty house’s tac- 
tics can get the really big volume of 
sales that can be obtained. 


Jobber is Logical Distributor 


The electrical jobber is a logical 
But it’s a dif- 
ferent game than supplies. He can’t 
expect a hook and line that is all right 
for catching fish to bring down the 
game that flies overhead. 


outlet for appliances. 


It is up to the electrical jobbers 
and their men to prove they can adapt 
themselves to new 
as sure as sunrise the appliances will 
be sold through channels that supply 


circumstances or 


the aggressive tactics that are re- 
quired. 

As I said before, some appliances, 
unable in years past to awaken job- 
to their opportunities, have 
sought other channels of distribution 
with success and are forever lost to 
the jobbers with considerable loss to 
the latter. 

To retain the distribution for those 
appliance makers who retain their 


bers 


confidence in the jobber, it is neces- 
sary for the jobbers to respond with 
flying colors. 


Specialty Departments One 
Solution 


Happily this*eondition is coming to 
pass. Many jobbers have put in spe- 
cialty departments‘ to co-operate with 
their salesmen.. The golden oppor- 
tunity, then, for each jobber’s sales- 
man working for such a house, is to 
learn all he can from the head of the 
appliance department and make of 
himself a business maker as well as 
a business taker. , 

The great volume of sales that 
these appliances total will swell his 
territorial sales to undreamed of fig- 
ures and increase his compensation 
accordingly. 

As a jobber’s salesman, Opportun- 
ity will never rap louder for you than 
she is doing right today. It is up 
to vou to decide whether you want to 








hold a job or a position with your 
firm, a job at ordinary pay or a posi- 
tion with real money in it. 

& * 


Are You Lighting 
Candles? 


In one of the old cathedrals of Eu- 
rope, during the services, the lights 
suddenly went out and darkness, like 
a mantle rested upon the worshipping 
throng. The hush of awe and fear 
filled each heart. <A priest entered 
with a taper in his hand, but dimly 
seen amid the encircling gloom. With 
that tiny spark he lighted one of the 
candles on the altar, then another and 
another, till a thousand candles shed 
their radiance and filled the vast 
cathedral with a blaze of glory. 


Within the hearts of all men there 
dwells a divine spark that, fanned in- 
to a flame, lights the way to success. 
Men have sought to fathom this force, 
have groped painfully through the long 
years for a word that would catch 
something of its essence; have felt its 
strange spiritual beauty and done 
homage to the deeds it has wrought. 
Some say “enthusiasm,” some “faith,” 
some “concentration,’ and then find 
it to be all of these, yet something 
more. Giving out its energy like ra- 
dium, it seems to have within itself 
the subtle power of renewing as it 
spends. Be but the purpose of your 
life worthy, this good angel of your 
higher self will speed you on the way 
to have and to hold what men call 
“success,” while not denying you the 
richer joy that abides with those who 
have done their best. 


If as a salesman you have sounded 
the quiet depths of your great mission’ 
and with stout heart laid hold of your 
appointed task, you will find that the 
very strength of your purpose will 
give courage to those who as yet see 
but darkly through the glass. If in 
the ardor of your seeking you turn 
not aside to light the candle of some 
wayfarer who has stumbled, if you 
hearten him not as his faith falters, 
you will find at your journey’s end 
that you have lost something of that 
perfect success that attends the spok- 
en word that cheers or the willing 
hand that helps. The candles that 
you light as you press forward will 
make more luminous that cathedral 
within your heart where worship the 
better angels of your nature. 
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Web etterWay 


To Select Wiring. Devices 


The man. who. estimates a ‘job---the 
man behind the counter---the buyer 
of wiring devices must continually 
refer to catalogs in his day’s work. 





To. make. this reference a matter of 
seconds instead of minutes this pocket 
guide of wiring devices is ‘available 
from distributots of G-E wiring de- 
vices. 


It makés buying easier, therefore 


---the DEALER profits. 





95-283 


General@ @Flectric 
soaione Company w.32 


















Interesting Merchan. | 


Will Improve | 





+ iolote axial Fay tek ec a3 
pictures ‘on the. package sell. S 


A suggestion. for a-window or ie 
counter display. of G-E package 
‘merchandise may be: the little’... 
push that’ starts your ‘dealer ant 
thinking about’ improving’ his $2.5. 
storey tie 

















feats 3 amiliavize Secale with C-E: 47 
‘pachge merchandise. See’ that °* 

-your dealer ‘and their salesmen £5 
realize’ its. sales appeal, | 
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General Office C . Sales Offices in 
Schenectady, NY. all large cities 





















aun Attrac tive Packages i 


ve Dealer’ S Store 


°: The chatices are your dealer : 


has read ‘about this line in his 


electrical merchandising periodi- « 


cal—but he'.needs your advice, 


and assistance in , getting under | 


> 


way. 


Leak up the prices for an as-. 
sortnient, get a copy. of G-E : 
Merchandising Advertising ‘or : 


the G-E Advertiser and you will 
find your ‘prospect ina‘ suscep- 
tible: frame of mind. 


"Extensive advertising has sold . 
the plan to the dealer.: It’ re-: 
“mains for the jobber’s salesman 3! 


ito introduce the goods. 

















General Office 
Schenectady, NY. 
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Saving ‘Time 
with Duplex Lighting 


That time saved is money saved 
has more meaning to the electrical 
dealer today than ever before. 


And Duplexalite is one of the 
greatest little time savers for the 
electrical dealer you ever saw. 








1 () It comes packed complete in a 
carton all wired and ready to install 
so that no time is lost in the shop 
getting parts of the unit together. 





















Duplexalite under normal condi- 
tions can be installed in less time 
than any other unit that you have 
ever handled. 








py When you think of this in connec- 
tion with the demand for Duplex- 
alites in homes, stores, offices, hotels, 
drafting rooms and public build- 
ings, you will realize what a talking 
point you have got in Duplexalite. 


This means a unit that the dealer 
will be glad to push—and in turn 
increased sales for you. 





DUPLEX LIGHTING WORKS 


of General Electric Company 
6 West 48th Street New York City 
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Duplexalite 


“The light to live with” ts inside 
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The Publicity Campaign and 
the Jobbers’ Salesmen 


Both Working for a Common End 


By AINSLIE A. GRAY 


Publicity Counsel, Electrical Supply Jobbers’ Association 


ARLY last year, when the pub- 
E licity campaign of the Elec- 

trical Supply Jobbers’ Asso- 
ciation had just gotten under way, I 
was asked by several publishers of 
journals devoted to the electrical in- 
dustry to give an expression regarding 
my ideas as to what were the motives 
underlying the determination of the 
Electrical Supply Jobbers to adver- 
tise collectively. In a few words, I 
outlined my ideas as follows: 

“The publicity campaign is directed 
primarily to increase the use and con- 
sequently the sale of electrical ap- 
paratus and supplies. Anything that 
retards the rapid introduction and 
wide distribution of electrical goods 
holds back the industry. The busi- 
ness of the jcbber has been evolved 
out of the necessities of both producer 
and buyer. On the part of the pro- 
ducer there is and has always been, 
since the electrical industry assumed 
national proportions, a need for 
means to speedily reach all points of 
possible demand and the assurance of 
business in such quantity as would 
stabilize production. On the part of 
the buyer there is and has always 
been a need for access to stocks near 
at hand in such combinations that no 
matter how numerous or how few his 
requirements might be from day’ to 
day, his wants might always be sup- 
plied at short notice and at low cost. 

“In the great growth of the indus- 
try, the function of the jobber has 
never been displaced, and the trade 
channels which have been established 
through the necessities of the producer 
and buyer have never been diverted. 
While, on the one hand, the function- 
ing of the jobber has contributed thus 
to the rapid development of the indus- 
try, this very development has, on the 
other hand, brought about many 
problems of distribution which have 
made this jobber function’ more and 


more a necessary factor, and constant 

« ©. che elements entering 
into such distribution has been made 
to keep even the balance between 
economy and expediency.” 

I would like to have the electrical 
supply jobbers’ salesmen read this 
statement over and over again. I had 
come to this work after spending 
many years in close contact with 
every element in the electrical indus- 
try. I had been in a position where I 
could weigh every contention and 
analyze the reasons for and the logic 
of every prejudice against or ap- 
proval of the institution of the elec- 
trical supply jobber. I made the 
statement quoted out of this knowl- 
edge of this situation as it appeared 
to me as a student of the economics 
of the industry—as an outsider look- 
ing in. 

Now, after having spent a year in 
the councils of the Association, I am 
more strongly convinced than ever be- 
fore that the electrical supply jobber, 
in so far as his relations with the 
Electrical Supply Jobbers Association 
is concerned, is bringing to the study 
of methods of doing business, welfare 
of his staff and interests of his cus- 
tomers more painstaking effort, more 
conscientious regard for the rights of 
others, more scrupulous attention to 
details that make for good service, 
more generous impulse toward co-op- 
eration with other elements in the 
electrical industry, than’ anyone, not 
familiar with all these things, can pos- 
sibly realize and appreciate. 

So that what we have had to say 
about the function of the electrical 
supply jobber and the jobbers’ sales- 
men in our advertising, high-pitched 
and sometimes too rhetorical though 
the expressions may have been, we 
stand back of, and as they have run 
so they wil! read. 

And this is the thought I want to 


get to the jobvers’ salesmen personal- 
ly—that I believe in them; that their 
houses believe in them, and that it is 
because of them and the work that 
may be expected of them that we can 
pound home the truths respecting the 
benefits to everyone in the electrical 
industry that will come out of 100 per 
cent appreciation of what electrical 
supply jobbers’ service means to the 
industry. 

Look back over the advertising that 
has been done. It will all seem clear- 
er on frequent reading. What we 
have said about you, the trade expects 
of you. And if between yourselves 
you feel that we have struck a high 
standard and a fast pace, let me tell 
you this: If you are thinking of 
yourselves a year from now in terms 
of what you are doing today, you 
haven’t begun to realize what a job 
you have on your hands. As the in- 
dustry develops, and it is developing 
at a rate in excess of our most san- 
guine expectations, the function of the 
electrical supply jobber will become 
more and more important and the job 
of the salesman will be bigger and 
bigger. As far as I am concerned, to 
use a sporting expression, I think you 
can carry the weight and go the dis- 
tance. I'll gamble on you. 

* %* * 


Pritchard Traveling 
Illinois 


George S. Pritchard, for many 
years an office specialist on pole-line 
hardware and high-tension equipment 
at the Chicago sales branch of the 
Western Electric Co. is now doing 
special work for his firm throughout 
the southern half of Illinois. His 
sales effort now is along the same 
lines but with emphasis on overhead 
construction, mine and farm _high- 
tension equipment and apparatus. 
Mr. Pritchard is making his head- 
cuarters at Springfield, Il. 
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: i k HE traveling salesmen of approximately three hundred hard- 

ware and electrical jobbing houses in this country are taking 

orders that land right in the above factory where our adminis- 
trative offices are located. 


This is a picture of the enlarged Taylor Street plant in Chicago. This ad- 
dition with the additions and changes also being made in two other plants will 
double our capacity. 


Doubled capacity means an increase in output which carries with it an in- 
creased service to our customers. 


The salesman will have the maximum of help from his two greatest allies, 
Advertising and Service. 
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All our lines, Hotpoint Appliances and Ranges; Hughes Ranges and 
Heavy Duty Material; Edison Appliances and Ranges are being backed 
by aggressive advertising. Watch for our pages in Good Housekeeping, 
Saturday Evening Post, Ladies’ Home Journal and Sunset. 


We would like to hear from any Salesman reading this advertisement who is 
not familiar with Electrical Appliances. 





EDISON ELECTRIC APPLIANCE CO., Inc. 
Chicago 


New York Ontario, California Atlanta 
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My Recipe for Get- 


ting Orders 


Although Applied to Selling Life Insurance You 


Will Find This Worth While 
By CHARLES W. HOYT 


WO drummers were overheard 
talking on a train the other 
day. One was telling the diffi- 
culty he had selling a certain mer- 
chant a bill of goods. The man had 
waved him away contemptuously. “Get 
out!” he said, “I don’t want to see any 
agent.” 
“IT want you to understand,” said 


the drummer, “that I am not an 
agent.” 

“Oh! You are not. Well, what are 
you?” 


“T am a salesman, sir.” 
That stroke soid the goods. In a 
salesman the old merchant recognized 
«a man who was on his own level. 
The 
work of a salesman are those old prin- 
ciples familiar to all, yet which, with 
the best of us, need to be emphasized 
occasionally. I taking it for 
granted that you have confidence in 
yourselves and love for your work. 
The result during the past shows that 
to be true. Given these things, the 
first quality I would impress upon 
you is determination and this includes 


fundamentals governing the 


am 


most of the others. 


The Touchstone of Success 


Will is the dominating force which 
conquers werlds. If you study the 
matter closely you will find that the 
chief difference between salesmen lies 
in will rather than in ability or oppor- 
tunity. You may have ability; it takes 
that ability 

may have 


drive 
through obstacles. You 
ability ; it takes will to make you work. 


determination to 


This brings us to the second vital 
principle underlying our business. No 
conspicuous or permanent success was 
ever made without work. Work! Hard 
work! Everlasting work! That is 
what builds up a life insurance busi- 
ness.. I think if you men will’ look 


back in your experience you will agree 


that the greatest stumbling block to 
success is lack of energy. Genius with- 
out energy can do little; energy with- 
out genius accomplish great 
things. 


can 


Woik does not come to its full frui- 
tion without enthusiasm. There must 
not only be work, but enthusiastic work 
and energy that is well directed. When 
you leave your office in the morning 
know what you are going to do; then 
go and do it. Do it with enthusiasm; 
for the love of doing and not as so 
much drudgery. 


Concentrate and have more system. 
You remember the parable of the sow- 
Some of the seed fell by the way- 
side, some on stony ground, and only 


er. 
a part on fertile soil. I have always 
felt that this particular husbandman 
The 
good farmer does not waste his seed on 
He studies his soil. 


did not understand his business. 


barren ground. 
And the really good salesman is a 
student of human nature. He knows 
that the “soil” is right before bending 
to the task. Select your most avail- 
able prospect. Study the situation as 
never before. Insure your man in your 
Then go forth to make the ef- 
fort of your life. 


mind. 


In my opinion, Mr. Chalmers of 
Detroit best defined 
salesmanship “as nothing more nor 
less than making the man before you 
feel as you do about what you have 
You must simply change his 


has practical 


to sell.” 
mind. 


Of course he doesn’t want insur- 
ance. Never does. He says so al- 
most immediately. But human nature 
is so much alike, that as a salesman 
you must simply say “You do want 
it.’ Say it, of course in the right 
way. It is just as important how vou 
say a thing as it is what you say. Im- 
press the man you go to see. The 
man: looks at you and observes you 
have two legs, arms, eyes, a nose and 


mouth and that you weigh about the 
same as other men of your build. 
This may or may not impress, but the 
way you use your brains will. 


Picking Successful Men 


If I throw a base ball you catch a 
base ball, not a foot ball. If I throw 
suggestions at a man it is up to me as 
a salesman to see that it is the iden- 
tical one I put up to him, that his mind 
has caught and is working immediately 
on the exact idea my suggestion creat- 
ed. Detect the favorable moment and 
act quickly and with decision. Get 
action. Get results. Know what you 
are there for and get what you go 
after—whether application, examina- 
If you see that 
things are working unfavorably don’t 
be afraid to change your mind, but de- 
cide quickly the course to pursue and 
with such certainty in the “take it for 
granted style” that removes complete- 
ly the obstacle presented. 


tion or settlement. 


The next step is to determine 
whether the man about to enter this 
business of ours, possesses the neces- 
sary essentials to make him a success. 
There-must be adaptability. The test 
of that “adaptability” may be put in 
Is the salesman selected, 
possessed of a large share of the sole 


three ways. 


requisite to success, which finds ex- 
pression in two words: “I will’? Has 
the man the power to impress others 
with sincerity, the prime qualification ? 
Sincerity begets belief in one’s com- 
pany; belief in its contracts; belief in 
one’s self. What is truly believed can 
be more 1eadily imparted and im- 
pressed upon others. Thus the man 
becomes persuasive, influencing others 
to think as he thinks. See that the 
salesman is possessed of enthusiastic 
earnestness; true zeal for his work. 
See that he is determined to make life 
insurance his life work, and not a 
mere makeshift. See that he is pos- 
sessed of a singleness of purpose which 
forces out of his very being all doubt. 
See that he is not only a thinker but 
a worker, and that he can combine the 
two effectively on occasion. See that 
he is of a practical turn of mind: a 
man of unusual courage. Teach him 
to work with head up, and not down, 
for fear he may stumble, impressing 
uron him that the crowning glory con- 
sists not in never falling but in rising 
everv time he falls. This much teachi. 
him in general. 
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Dedicated rothe jobbers Salesmar 


PROLOGUE 


From an humble blacksmith shop to one of the largest 
tool making plants of its kind in the world, is the span in the 
career of the House of Klein. 

This firm dates back to 1857, when Mathias Klein, its found- 
er, opened a blacksmith shop within a stone’s throw of the 
heart of Chicago’s great loop district. This was at a period 
when line construction was in its infancy, and the highly 
efficient tools of today were undreamed-of, 

With the increasing demand for tools of this kind, Mr. 
Klein saw the possibilities and gradually concentrated his 
efforts toward the production of tools for telegraph construc- 


3 SEQUEL 


Since the establishment of our business it has been our 
constant aim to produce and offer to the trade, efficient tools 
of dependable quality, and in pursuance of that resolve we 
have steadfastly refused to make or market inferior goods, 
which are invariably dear at any price. 

The soundness of this policy is amply proven by the fact 
that today Klein Tools are the universal standard all over the 
world among linemen, electricians and kindred mechanics, 
having penetrated even to remote corners of the globe. 


Mathias Klein & Sons, 3200 Belmont Ave., Chicago 
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Now, in particular, emphasize how 
he should and how he should not so- 
licit the public. Have him eliminate 
theory and adopt practical methods. 
Have him make it a rule never to go 
out merely to talk life insurance; 
never, when opportunity offers itself, 
to attempt to tell a listener all he 
knows about the subject. He must 
go out to secure an application first, 
last and at all times. Teach him, 
when he is soliciting, as I told a thou- 
sand salesmen a few years ago, to pro- 
voke an expression of opinion from his 
listener. Teach him to keen still and 
listen, but—watch his opportunity. 


Teach him to talk only when abso- 
lutely necessary, and never beyond the 
It requires gen- 
ius to touch the chords of a stringed 
instrument and bring forth harmony ; 
but it also requires genius to know 
when to lay on the hands and stop the 
vibration; when “Silence is golden,” 
to recognize the moment when you 
have convinced your man. Teach him 
to stop talking right there and go to 
writing; to take everything for grant- 
ed; to make out the application, hand 
over the pen with a “sign right there,” 
and do it with an air that precludes all 
possibility of further discussion. Hesi- 
tation at that moment on the sales- 
man’s part is fatal, and marks the dif- 
ference between success and failure. 
To prompt the other man to do some 
act which brings him nearer decision 
is the secret. 


point of conviction. 


Every prospective subject must be 
met as a new problem to be solved in- 
dependently of all others. Do you 
know how Napoleon won his victories? 
In the silence of his tent, when in 
communion with his own soul, he grap- 
pled with and mastered the situation. 
The battle which followed was mere 
detail. When the enemy charged, or 
deployed, or brought his batteries into 
action, Napoleon did the one thing 
needful, because he had anticipated 
every movement. Men called this gen- 
ius. It was attention to detail, backed 
up by a tremendous will. 


Napoleon would have made an ideal 
insurance salesman. In the first place, 
he would have gone forth with some 
definite aim, with some particular case 
in view and he would have studied that 
case as thoroughly as he studied his 
battles. Who is this man? What are 
his habits? What is his point of view? 


What is his position in the community ? 
What is his income? How much prop- 
erty has he? How is it encumbered? 
What are his investments? How much 
of a family has he? How much insur- 
ance does he carry? What are his 
policies? How much ought:he to 
carry? What kind of a policy is best 
suited to his needs? What is the weak 
point in his probable defense and his 
nature? In a word, this ideal sales- 
man would have so studied the situa- 
tion in every detail an in all its bear- 
ings, and acquired so intimate a knowl- 
edge, not of life insurance statistics, 
but of the particular case in question, 
that. this man would have realized at 
once that he was dealing with a spe- 
cialist. 

It seems to me, as I try to analyze 
the causes of success and failure and 
draw from my own experience for 
your guidance, that the great difficulty 
with salesmen is neglect to study the 
situation. Plan your battles. Insure 
your man in your mind, with all the 
facts in your possession; then you will 
go forth on the morrow to your inter- 
view, filled with courage and con- 
fidence which come from knowing that 
you are equal to the problem. 

I have been urging you to study the 
situation, and it is the most important 
lesson an insurance salesman can 
But did you ever stop to think 
that you yourself are a vital part of 
the situation? “Know thyself!” is the 
injunction of the poet. It is the first 
law of growth; it is necessary to suc- 
cess, “Know thyself!” “To thine own 
self be true;” “Not failure but low 
aim is crime.” 


learn. 


These poets sound the keynotes of 
life. They are the master musicians 
who keep us all in tune. But remem- 
ber this, thoughts are of no value, ex- 
cept as we translate them into deeds. 
We are not poets; we are men of ac- 
tion, and we must be true to our des- 
tiny. 


Master Your Weakness to Grow 


The more I study sales organiza- 
tions the more I find that some one 
weakness crops out in the individual 
case, which, unless stamped out early, 
ends in destroying the man’s useful- 
ness, whether field worker, manager or 
official. In the one case, bad habits; 
in another, entire lack of appreciation 
of the value of the dollar; in another, 


disloyalty, which leads a man always 
to complain that his luck is down on 
him, a whiner, a “kicker’’ who says 
that his work is unappreciated. All 
these are weaknesses indicating in a 
measure lack of ability ; all stumbling 
blocks. . Unconsciously they are pre- 
venting progress. and impeding the 
growth of many a field worker. We 
have to cut and prune to secure the 
bloom of the flower, or bring out the 
full beauty of the growing tree. So 
this philosophy teaches in like manner 
that we must stamp out our own par- 
ticular weaknesses if we would rise to 
the higher plane of development anc 
achieve success as life insurance work- 
ers. 


The Jobber 


The average electrical jobber gets 
only a fraction of the electric appli- 
ance business he should be getting. 
The reasons are well known—but ap- 
parently little thought is given them. 

1. Electric appliances cannot be 
sold successfuly from catalogues. 

2. The carrier of a 25 lb. catalogue 
—or price book—cannot or does not 
give an intelligent talk on electric 
appliances—nor does he bother him- 
self much about methods of resale to 
help the dealer. 

8. He usually “makes” two and 
three towns a day—and talks about 
5,000 different things. 

On the other hand, if the jobber 
created a Specialty Department— 
placed a capable man at its head who 
could devote his time to featuring 
various electrical appliances, and with 
his own men follow up leads and busi- 
ness started by the regular road men, 
the volume of appliance business 
through the dealers would gradually 
increase. 

One man—spending one day with 
the salesman of a small dealer—going 
out with that salesman on two or three 
demonstrations of vacuum cleaners or 
washing machines can throw more life 
and ginger into the dealer and his 
salesman than a whole “flock” of let- 
ters, broad-sides, and catalogues. 

Give that dealer a little real service 
and assistance—take a little interest 
in him—and he’ll show more interest 
in the appliance business. If he has 
to be “shown’”—show him. 
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Switch and Wiring 
Material Specialists 


You'll find it in the “H & H” 
or the “Paiste” line—that’s what 
you can advise any contractor who 
is up against a perplexing prob- 
lem—when he doesn’t know just 
where to locate the right wiring de- 
vice for the right job. 


For thirty years Hart & 
Hegeman have been well known as 
switch specialists. Their many 
years of experience is reflected in 
the opinions of thousands of satis- 
fied customers who attest the en- 
during worth of “H & H” 
Switches. 








“Paiste” Wiring Devices, be- 
sides their care in workmanship, 
are noted for their interchange- | 
ability, durability and simplicity of 
installation. The H. T. Paiste Co. 

| are pioneers in socket and rosette 
| manufacture. 





| You can’t go wrong if you rec- 
| ommend “H & H” or “Paiste.” 
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A WONDERFUL SALESMAN WHO NEVER SELLS 


“You will if you mull it over for a 
minute, and so will they. But here— 
maybe if I put it this way it will be 
clearer. He who least appears to be 
selling secures the most and the best 
business. Now do you get it?” 

No darn it! How can a man sell 
goods, if he doesn’t sell them? How 
can he sell, if he isn’t willing to pull 
every trick in the box, if needs be, in 
order to get the dealer’s name on the 
dotted line! 


“Of course he must sell and bring 
home the orders. That’s why the firm 
pays out good money to keep him on 
the road—it goes without saying. 
What I mean is this. The man who 
faces the dealer across a counter or 
desk, and tries to pull an order over 
that barrier, may succeed in doing so, 
but only by committing a sort of men- 
tal assault and battery, by reducing 
the dealer to a state of submission 
where he no longer has the strength 
to say no. That isn’t business-build- 
ing, making hard work of a very easy 
job, in that way. Real salesmanship 
consists in going around to the deal- 
er’s side of the counter or desk and 
looking at matters from his point of 
view.” 

All right. You've told me what the 
salesman must not do, and hinted at 
what he must do in order to get into 
your class. Now tell me how he is to do 
that, what methods he must 
employ and how. That’s 
what our readers want to 
know. 

“Why it’s as simple as 
one plus one 





the way to 
get the dealer to stock your 
goods is to show him first 
how easy it will be for him 
to sell those goods. When 
that has been done there 
is then no necessity for 
urging the dealer to buy; 
he’d be a fool if he didn’t 
and he knows it. He buys 
just as gladly as you do 
when you want a smoke 
and step into a cigar store 
to get one. 

“Get this thought and 
you'll see it all as clear as 
crystal: the dealer is mere- 
ly the channel throwgh 
which the goods flow to the 
ultimate consumer — the 


(Continued from page 22) 


buying public. He makes money 
only by turning his capital. There- 
fore, his aim is to put his money into 
those items of merchandise that prom- 
ise the quickest turnover, that can be 
passed on to the consumer, or user, 
with the least effort and the largest 
margin of profit. So, as I said before, 
the way to get the dealer to buy 
goods, is to show him first of all where 
and how he can sell those goods.” 

Yes, I broke in, but isn’t that what 
every salesman does—show the dealer 
how he can dispose of the goods to the 
best advantage? 

“Not by a jugful it isn’t! It’s easy 
to swell up and cut loose with a lot of 
oratory telling the dealer that your 
goods will sell as readily as so many 
drinks of red liquor at a fishing party, 
that the buying public will just tread 
all over its own toes in its haste and 
anxiety to secure those goods, and all 
that sort of thing. But it’s something 
entirely different to actually show the 
dealer why and how your goods can 
be disposed of profitably, and then 
help him to do so. 

“You see,” he went on, “when the 
salesman cuts loose with the enthu- 
siastic chatter about the great salabil- 
ity of his line some dealers are swept 
off their feet. It’s easy for them to 


conjure beautiful pictures in their 
minds—people coming in and asking 





“WHEN THE SALESMAN Cuts Loose witH THE ENTHUSIASTIC 
Cuatrer It’s Easy ror THE DEALERS TO ConsurE BEavTiFUL Pic- 
TURES IN THEIR MINDs.” 


for those things and laying down their 
money without a murmur. The only 
trouble is that the salesman takes his 
enthusiasm with him when he goes. 
The dealer slumps back into his usual 
attitude. The goods that appeared in 
the light of self-selling wonders, while 
the salesman was talking about them, 
come into the store in the course of 
time without any herald or brass 
bands to announce their arrival. 
Those goods represent just so much 
invested capital, a figure on the deal- 
er’s books. All the other goods in the 
dealer’s stock make just the same ap- 
peal for assistance in getting them- 
selves off his shelves and into the 
hands of users; he does not push your 
goods any harder than other things in 
his stock—all the merchandise in his 
store cries out in the one voice: ‘Sell 
me! But he sells what the public 
asks for. 


“Mind you”, he added, “what I’ve 
just said is in no sense a reflection on 
the goods. They’re all all right. But 
the jobber’s representative has just 
one responsibility; the dealer has 
many. Day in and day out, the job- 
ber’s representative concentrates on 
the one problem: how to get his own 
particular line of goods into the hands 
of the user via the dealer. The dealer 
has a thousand and one things to at- 
tend to. There is a slowing down 
in the progress of the 
goods to the user, after 
they get as far as the deal- 
er’s store. From manufac- 
turer to dealer, via the 
jobber, the goods may be 
said to travel by express. 
But from the dealer to the 
user their progress is— 
well, a slow walk. What’s 
the answer? Almost any 
dub salesman can sell the 
dealer a trial bill of goods. 
The trick is in selling him 
the second, third and 
fourth times; and then 
teaching him to order by 
mail, or leave it to you to 
tell him what to stock, and 
to make up an order for 
him to sign. 

Now you're getting down 
to brass ‘tacks. Tue Jos- 
BER’S SALESMAN wants to 
know how to accomplish 












THE JOBBER’S fA] sALeEsMAN 








a Pie Re ‘ 
i ot so ae 
ae, 
‘ oe Ss & 


ECTRICGAL pee | 
GOODS ge 


od 








The HEMCO TWIN-LITE plug is one of the fastest moving specialties on the market 
today. 


A HEMCO plug should go with every appliance sold. Every home and office can use 
them—twin service from a single socket. 


Are your customers taking advantage of this real sales opportunity ? 


We furnish every possible sales help to the dealer—folders, window and counter dis- 
plays, etc. Be sure your customers understand the importance of this service. 


| Twin-Lite plugs are packed in attractive cartons. They make a strong appeal, even 
from the shelves. 


Our advertising to the dealers—to your dealers—is awakening widespread interest. 
Take advantage of this responsiveness. Help your dealer cash in. 


GENERAL SALES AGENTS 


GEORGE RICHARDS & CO. 


555 WEST MONROE ST., CHICAGO, ILLINOIS 
Eastern Agent Western Agent 
R. B. COREY COMPANY GEO. A. GRAY COMPANY 
39 Cortland Street 589 Mission Street 
New York San Francisco 





Twin Service from a Single Socket 
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that result. Our subscribers will sit 
up all night to read that kind of a 
message. 

“All right,” he said. ‘I never de- 
scribed my methods in detail before, 
excepting to my wife; and she’s my 
partner and has worked with me 
every inch of the way. However, 
having started, I might as well go 
through with it. Here goes: 

“Surely I must have made it clear 
by now that if I can contrive to keep 
my goods running smooth- 
ly and rapidly along the 
channel that goes from the 
dealer’s front door to the 
homes and business places 
of his customers, it’s then 
no trick at all to keep my 
new consignments of my 
goods moving along the 
channel that runs between 


and buying tendencies of the commu- 
nities served by the dealers who han- 
dle my line. That’s because I’m more 
concerned in knowing the amount of 
business the dealer ought to be doing 
and in helping him attain that mark, 
than in knowing how much business 
he actually is doing. Time and time 
again I have discovered dealers to be 
contented with just about half the 
business that was actually and easily 
to be had. My better and more com- 
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my house and the dealer’s 
store via his back door. In 
a nutshell, that’s my 
scheme of selling. I figure 
it this way: the dealer 
wouldn’t be a dealer if he 
had nothing to sell. He must in- 
vest his capital in somebody’s make 
of goods—that’s inevitable. Deciding 
what goods he will stock is simply a 
question of selection. What consid- 
eration decides that question? Price 
and margin of profit. Partially, yes. 
But the main consideration is this: 
what lines of ‘goods and what makes 
among all those that are trying to get 
into his back door promise to make 
the shortest stop, on their way 
through his store and on out by way 
of the front door, and thence to the 
user? Well, I discovered a good 
many years ago that if I devoted 
proper attention to the channel be- 
tween the dealer and his customers, 
that the channel between my house 
and the dealer would just about take 
care of itself. 





“And now I suppose I’ve got to 
tell you how I equipped myself to get 
orders without selling, or, at least, 
without appearing to sell, goods. 

“First, then, I’ve made it my busi- 
ness to post myself on the retail busi- 
ness possibilities in the electrical line 
in all the towns I cover. It goes with- 


out saying that I keep close watch of . 


the standing and commercial rating 


of my trade. But my bread and but- 


ter is in knowing the buying power 





it usually impresses him that I’m not 
talking through my hat about condi- 
tions in his town. 


“Finally, I consider it a good in- 
vestment to subscribe for the leading 
paper in each of the towns I visit. 
They come to my house, and my wife, 
or daughter, clips all the contractor- 
dealer and central station advertising, 
as well as any news items having any 
bearing on the sale and use of things 
electrical. If my trip is a long one, 
she sends as much of that 
data to me as bears on the 
towns that are on my route 
for that trip. Otherwise, 
it’s all on my desk in my 
den when I get home. 
Now keep those things in 
mind, because later I want 
to refer back to those 
things and explain how I 
make use of that informa- 








“Tue Man Wuo Tries To Putt His Orpvers Over THE Coun- 
rer, Maxes Harp Work or a Very Easy Marrer.” 


plete understanding of the possibil- 
ities of his market has stood me in 
good stead in convincing such a dealer 
that he had been asleep at the switch. 


“How do I get that information? 
Well, to begin with, such matters as 
population, the number of wired 
houses, the average yearly increase in 
the number of such users, of current, 
the same information about commer- 
cial and industrial users, and any 
special characteristics having to do 
with those several classes of custom- 
ers, is data such as any man can get 
who is willing to make a reasonable 
effort to that end. If properly ap- 
proached, the central stations are 
usually to be relied on for most, or 
all, of it. In some towns, where I 
have friends of old standing among 
the central station folks, I can even 
make a fair guess as to the number of 
different appliances on their lines. 

“No, I don’t carry that information 
in my head; no man could, and he’d be 
a fool to try. But it’s all here in this 
loose leaf book, in thumbnail form. 
Just before I go into a town I get out 
this book and spend a few minutes re- 
freshing my mind on the facts having 
to do with conditions in that town. In 
fact I’d just as soon refer to this book 
openly, right in front of the dealer; 


tion. 

“Another thing that I 
have found it pays to do is 
this. I subscribe for the 
best of the publications is- 
sued in the interests of the contractor- 
dealer and central station—and I read 
‘em religiously. Also, through the 
house I receive my monthly copy of 
the Sales Service, issued by The So- 
ciety for Electrical Development. I 
do that because I believe that to make 
a success of selling to the retail elec- 
trical trade it is necessary to under- 
stand their problems from their point 
of view. When I go into the store of 
one of my customers I put myself in 
the mental attitude of a partner and 
salesman in his business—I talk with 
him from an inside point of view. 
Those publications give me just the 
insight that I need. I know their 
problems as well as they do. 


“In addition to what I have men- 
tioned, I’ve done this; and I don't 
mind confessing that I had more than 
one session with the midnight oil be- 
fore it was finished. For a man who 
is not a bookkeeper or an accountant, 
I can make a pretty fair stagger at 
discussing those things in terms that 
advertise to the dealer that I know 
what I’m talking about.” 

But, my Lord, man! I broke in. 
When did you ever find time to ac- 
complish all that, in addition to mak- 
ing the sales record that you have 
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Super Flectric 
America’s Leading Washing Machine 


Dil the March Issue of this publication, there’ll be an 


epoch-making announcement that will interest every dealer in 
things electrical. Meanwhile, let us refresh your memory on a few 
of the superiorities of the A-B-C Super Electric Washer—the selling 
points that have increased its output more than 800% within a year: 











Revolving Cylinder that reverses after EACH revolution, combining the best 
features of both cylinder and oscillating principles. 


This basic operating principle enables the A-B-C dealer to successfully meet all competition. The customer who favors 
a cylinder-type machine recognizes in the A-B-C the fullest attainment in cylinder washer construction with the added 
advantage that the reversal after each revolution prevents rolling and wadding of clothes; the customer who insists on 
an oscillating washer quickly realizes that the A-B-C embodies the only worth-while features of this type also, with 
the additional advantage that suds are forced ¢/rough the clothes, instead of traveling wth the clothes, as in the rocking- 
tub machines; also that the loosened dirt does not remain in the same receptacle with the clothes. 


Continued on next page 




















(continued from preceding page) 














Reversal of cylinder without jar or noise. 


Stand a square-end pencil erect on the A-B-C washer as in the above sketch, The reversal of the cylinder will not 
cause it to totter or fall. This severe test is possible with no other washing machine. 




















Belt Drive that prevents motor “burnouts” and minimizes fuse “blowouts.’’ 
(3-ply V-shaped belt; tension instantly adjustable by one thumb-screw.) 


Belt drive makes unnecessary the use of complicated clutches that every dealer knows to be often a source of ‘‘grief’’ 
and service calls. 


Most noiseless washing machine ever built. 


All you can hear is the hum of the motor. 
Swinging Wringer, of course. 


Most simple in construction —fewest moving parts. 


‘ . 


Consequently less to get out of order, and less ‘‘service”’ after the machine is sold. 
| J g ’ 


Only Full Cabinet Cylinder Washing Machine. Exceptionally attractive in 
appearance. 


AND NOW— Choice of White Maple or Zinc Cylinder 


A-B-C Washing Machines are advertised regularly in The A-B-C is the most complete line of Washing Mach- 
The Saturday Evening Post (Double Pages) ines obtainable from one manufucturer: 
Ladies Home Journal The A-B-C Super Electric—Copper Tub 
Good Housekeeping The A-B-C Super Electric—Galvanized Tub. 
Woman’s Home Companion The A-B-C Super Power—Gas-engine Drive. 
Christian Herald The A-B-C Alco Electric—Dolly Type. 
Sunset Magazine The A-B-C Alco Power—Gas-Engine Drive. 
and other leading National publications, having a combined The A-B-C Twin Alco Electric—Two Tubs. 
reading circulation of 35 Million. The A-B-C Twin Alco Power—Gas-Engine Drive. 


The recent completion of our fourth factory unit (60,000 square feet) 
makes the A-B-C Agency Franchise available in a great many localities 
throughont the country---NOW. 










Foreign Sales Dept. 
49 Broadway, New York 





PEORIA, ILLINOIS 
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made—don’t you ever take a night 
off—go to the theatre, or loaf? 

“Sure I do. It’s all a matter of 
method and habit. Most men, if you 
watch ’em carefully, it will be discov- 
ered, waste more time than they put 
to profitable employment. I did, too, 
for years, until I got wise to myself. 
Then I read a book that convinced 
me that it was not so much the amount 
of education that a man possessed, 
or the brains he had in skull, that 
counted, as it was the use he made of 
what he did have. It came to me 
then that all men, rich or poor, sick 
or well, crooks or honest men, wise 
ones or boobs, had just the same num- 
ber of hours in their days. The dif- 
ference between them was in the use 
they made of their time. So I turned 
over a new leaf. Now I’ve got stock 
in the firm, and when I get fed up on 
this work there’s a job in the office 
that’s mine for the asking. But 
you're getting me off the track; I 
want to finish this job. by telling you 
how I cash in on the hard work, as 
you call it, that I’ve done to post my- 
self on the retailer's problems. And 
let me tell you, the work I did in get- 
ting around to the dealer’s side of the 
counter was all got through with 
years ago; it’s mostly play now. 
Whereas, the man who pulls his orders 
across the counter never does make 
things easy for himself.” 


“Now I carry one of these little 
half grown typewriters with me al- 
ways. It’s an extra something to tote 
around, I’ll admit, but it pays for the 
effort hundreds of times over. As you 
must have gathered, I know my cus- 
tomers, their needs and their weak- 


nesses; and through having those 
things in the front of my mind it’s 
the most natural thing in the world to 
say to myself, whenever I note a good 
selling or advertising idea, ‘Why! 
that’s just the dope for so and so.’ 
If it’s something that I can clip, I do 
so, and send it to him, together with 
a brief note telling him that I think 
it worth trying and hope that he will 
make use of it to push the sale of— 
and I always mention one or more of 
my own lines. If it’s something that 
I have seen used by some other dealer 
I type out a description of it and send 
it that way. Clever advertising 
stunts or phrases, window displays, 
demonstrations, selling arguments, 
store arrangements, forms for install- 
ment contracts, what not—it’s grist 
for my mill. You'd be surprised to 
know how that plan works to clean 
my goods off the shelves and make 
room for more of the same. Believe 
me, it pays.” 

“And through the newspaper clip- 
pings from the papers in the different 
towns I make, I keep posted on elec- 
trical conditions, as well as keeping 
tab on the advertising effort the dealer 
is putting behind my goods. If the 
clippings show that his competitors are 
advertising more éffectively than he is, 
I make it my business to write him 
and suggest ways and means for im- 
proving his copy. That’s where my 
study of the periodicals in the elec- 
trical field comes in handy. At first, 
it used to surprise my trade, the way 
I contrived to know so much about 
what was going on in their towns, but 
now they look forward to my visits 
and depend upon me to help them with 


their selling problems. It’s funny the 
way the average dealer, particularly 
the small one, seems to appreciate the 
fact of a man miles away keeping track 
of what he is doing, and going out of 
his way to be helpful to him. 

“The net result of all that work is 
to keep me and my goods very much 
among those present in the dealer’s 
thoughts, a lot more so than is pos- 
sible with the chap who pulls his or- 
ders across the counter. But I’m not 
regretting that, because if all sales- 
men did those things there would be 
no novelty in my efforts. And the only 
reason I have consented to open up on 
these matters is this: J think I 
know human nature just well enough 
to believe that most of those who read 
what you write down about this talk 
will say, ‘My! my! but that’s good 
stuff; I’ll begin doing that myself to- 
morrow.’ But tomorrow never comes. 

“Let any man convince the dealer 
that he knows that dealer’s problems 
and sales possibilities as well as that 
dealer does himself, and he ceases to 
be a salesman in that dealer’s eyes 
then and there. He becomes that deal- 
er’s confidential adviser. Because it’s 
human nature to respect the man who 
knows your game as well as you do 
yourself, and to lean on that man’s ad- 
vice and counsel. Well, my plan is 
based on that principle. 

“I’m thinking of quitting the road 
after this season and going into the 
home office; so I’m willing that every 
one of your readers should make use 
of these ideas, if they want to. And 
here’s hoping that all the boys get a 
hundred per cent increase in salary 


next year.” 





When the train pulls in and you grab 
your grip, 

And the hackman’s there with his 
frayed-out whip, 

And you call on your man and try to 
be gay, 

And all you get is, “Nothing doing to- 
day,” 
Then you're a peddler! 
By gad, you're a peddler. 


When you get into town and call on 


your man, 
“Can’t you see me, Bill?” “Why, sure 
I can.” 





Be a Salesman 


You size up his stock, make a rough 
count, 

And Bill presently says: 
usual amount,” 
Then you're an order taker! 
By gad, you’re an order taker. 


“Send the 


When you travel along and every- 
thing’s fine, 

And you don’t get up until half-past 
nine; 

And you see each concern and talk 
conditions, 

And write it all home with many ad- 
ditions, 


Then you're a traveling man! 
By gad, you're a traveling man. 


—BUT— 


When you call upon the trade and 
they talk “hard times,” 

“Lower prices,’ and “decided de- 
clines,” 

But you talk and you smile, make the 
world look bright, 

And send in your orders every blamed 
night, 
Then you're a salesman! 
By gad, you’re a salesman. 

—Anon. 














68 THE JOBBE r's fA) sa LESMAN 
4 









o 
AS HACK SAW BLADES 


_(NON~BREAKABLE ) 
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These Blades are what’ 
the name implies, “Non- 
_ Breakable.” | 
_ A big demand exists 
\among Electrical Con- 
tractors, Industrial Plants, 
Railroad Shops, etc. You 
can.cash in on this demand 
by selling Atkins “AAA” 
Blades all the time. 

Get our plans for. increas- 
ing your sales. 
| We make a better saw for 
every use including Power 
Hack Saw Blades, also 
Metal Cutting Circular | 
Saws, Metal Cutting Band 
Saws and Machines and 


Kwik Kut Hack Saw 


Write us today. 


E. C. ATKINS & CO, Inc., ti! Indianapolis, Ind. 


“The Silver Steel Saw People’’ 
























Canadian Factory: HAMILTON, ONTARIO Machine Knife Factory: LANCASTER, N. Y. 
: Branches carrying complete stocks in the following cities: 
Atlanta Minneapolis Portland, Ore. Paris, France 
Chicago New Orleans San Francisco Sydney, N.S. W. 


Memphis New York City ge or Seattle ap Vancouver, B. C. 
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RIGHT AND WRONG WAYS OF SELLING FACTORY-LIGHTING EQUIPMENT 


he doesn’t care a hoot about lighting 
equipment, but the minute you talk 
increased production as a result of bet- 
ter illumination, the fishy look leaves 
his eye—you are talking a language 
he loves to hear and he’s your meat. 

The whole thing is a question of 
point of view. The greatest thing in 
life to the factory executive is in- 
creased output and he will joyously 
buy better light if that is the way to 
get more output. The means of ob- 
taining better light—the purchase of 
lamps and new lighting equipment, 
are of minor iaterest to him. His point 
of view is exactly opposite to yours. 
You want, most of all, to sell him 
lamps and reflectors and wire. So be 
it, but don’t fail to adopt his view- 
point in selling. 


Relation of Light to Production 


Now then, what can you tell the 
factory superintendent or manager 
that will visualize for him the fact 
that light has a direct effect on the 
production in his plant? The conver- 
sation might go something like this: 

You: “Mr. Jones, suppose it were 
perfectly dark outside right now and 
your men here were working. under 
electric light. If you went and 
opeved the main lighting switch, every 
bit of production in this plant would 
stop, wouldn’t it?” 

Jones: “Yes, I suppose so.” 
You: “Suppose you turned on one 
light, one or two men could work, the 


rest would still be idle. Isn’t that 


so?” 

Jones: “Uh, huh.” 

You: “And the more lights you 
turn on the more work would be 
done ?”’ 

Jones: “Correct.” 

You: “Well, sir, that same sort of 


logic applies to the individual work- 
man. With a little light he can do a 
little work—more light, more work, 
until finally you get to the point where 
it isn’t a question of the amount of 
light but a question of even distribu- 
tion, freedom from glare, in other 
words good light. And, Mr. Jones, 
that isn’t theory, its proved fact. 


“Up in Chicago a year or so ago 
tests were made in several poorly 
lighted factories. Production was 


(Continued from page 10) 


checked very carefully for a period of 
three months. Then good lighting was 
substantiated and_ production 

checked for another three months. 


was 


“In every one of those plants out- 
put increased 8 to 30 per cent for 
various operations, giving an average 
increase in production of 15 per cent. 

“The detailed results of those tests 
have been published and I have them 
if you care to go over them.” 

Jones: “I don’t doubt they are au- 
thentic, in fact, I thoroughly believe 
that a good lighting installation is nec- 
essary in any factory, the point is 
that our lighting here is good.”’ 

You: “How do you know it is?” 
“There lights all 
through the plant and the men don't 


Jones: are 
complain.” 

You: ‘Does that prove to you that 
the lighting is as good as it ought to 
be?” 


Jones: 


“Well, if the lighting isn’t 
what it ought to be, I give you leave 
to prove that it isn’t.” 























Tue Foor-Canpite Meter Is a Rear Arp 


You: “Fair enough! I don’t pre- 
tend to know offhand myself whether 
it’s good, bad or indifferent, but I 
have the means of determining’’—and 
then you get out your foot-candle 
meter. 

The above conversation is purely 
imaginary although selling talks along 
these lines have been successfully em- 
ployed. Do not consider for a min- 
ute learning any such sales routine as 
this. 


ways in which you may handle the 


There are a thousand and one 


subject and a million variations which 
may be introduced by the 
manager whom you are trying to sell. 
Success in this line for you lies in 
being full of your subject—knowing 
in detail many actual cases where bet- 
ter illumination has increased produc- 
cases where it has decreased 


factory 


tion, 


spoilage or cut down accident hazard. 
You must know, preferably in terms 
of average yearly wage expense, what 
good lighting costs to install and oper- 
ate. All these facts and many others 
just as valuable to the industrial light- 
ing salesman are available. You may 
get them from the many good publica- 
tions issued by the lamp and reflector 
manufacturers, from articles in elec- 
trical trade papers and from reports 
and books issued by the National Elec- 
tric Light Association, The Society for 
Electrical Development and the II- 
luminating Engineering Society. The 
but 
there is no royal road to transferring 
this knowledge to your head. 
only be done by real study on your 


information is easily available 


It can 


part—study however that is bound to 
boost your sales ability. 


Why it Pays to Sell Lighting In- 
stead of Lighting Equipment 


A selling program such as has been 
outlined is intended to create a desire 
for good illumination, not because the 
latter is in itself particularly desirable 
but because of the worthwhile results 
which it creates in a factory. If the 
effect of vetter lighting has been well 
sold there will be little question in the 
mind of the factory executive as to 


the cost of the necessary lighting 
equipment. It would, as a matter of 


fact, be worth times what it 
actually costs. 


Purchasers of lighting equipment 


many 


have always in the past looked on 
lighting as an unavoidable overhead 
expense, something from which the 
last possible penny should be pared. 
The attitude is responsible for the 
general condition of poor illumination 
which exists in most factories today. 

You are certain to run hard aground 
on this old reef of ignorance if you 
try to sell industrial lighting equip- 
ment in the old way. You are just as 
sure to avoid it if you sell in the new 
way. Instead of wishing to make cer- 
tain, as in the old days, that he has 
the cheapest lighting, the industrial 
executive who has been given the right 
aspect on lighting will insist on the 
best lighting—and hang the cost! 

As a compass is to a navigator, or 
a transit to a surveyor, so is the foot- 
candle meter to the industrial light- 
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IF IT’S P ARANITE IT’S RIGHT 





That trade mark and slogan stands for some- 
thing in the industry. 


Wherever wire or cable is used PARANITE is 


known—and favorably too. 


You salesmen who take personal pride in your 
customers’ satisfaction can unhesitatingly tie to 


PARANITE. 


PARANITE RUBBER 

COVERED WIRE AND 

CABLE for 

UNDERGROUND, AERIAL, 
SUBMARINE AND INSIDE USE. 
TELEPHONE, TELEGRAPH and 
FIRE ALARM CABLES, LAMP 
CORDS, PORTABLE CORDS and 
IGNITION CABLES 


Indiana Rubber and Insulated Wire Co. 


JONESBORO, IND. 
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ing salesman. Without it you merely 
guess; with it there is certainty. In 
the salesman's hands it is the instru- 
ment pf Final Convincement. 

When the importance of good illu- 
mination has finally dawned on the 
boss of a factory there is only one 
thing left for you to do—prove to him 
and to yourself whether his lighting 
needs regeneration. You have no 
moral right to guess at it nor to sell 
him new equipment if he does not 
need it. Your foot-candle meter tells 
the illumination facts just as certain- 
ly as a thermometer tells the degree 
of heat or a watch indicates the time. 

If your foot-candle meter placed on 
a lathe in a machine shop shows that 
the intensity of illumination is but two 
foot-candles and the Experience Ta- 
bles show that the best lighting prac- 
tice would provide ten foot-candles 
for that operation, what further argu- 
ment is needed? You have clinched 
a sale right there. 

Or, if the illumination is “spotty” 
—poorly distributed, foot-candle me- 
ter readings taken at various places 
about the room, will indicate too great 
a variation in illumination intensities. 

The foot-candle meter will interest 
the factory executive. Get him to ac- 
company you when you are taking 
readings, show him how to read the 
meter. There is nothing you can do 
which will more surely guarantee his 
buying the needed lighting equipment 
and buying it from vou. 


* * %* 


Davis Boston Sales 
Manager 


J. F. Davis has been appointed 
sales manager of the Western Electric 
Company, New England district, with 
headquarters at 385 Summer Street, 
Boston, Mass. Mr. Davis is a native 
of Newport, Ind., and was graduated 
from Purdue University in 1909, 
where he took an engineering course. 
With the exception of two years, his 
entire business experience has been 
with the Western Electric Company. 
He started in the sales organization 
at Chicago and spent about eight 
years in that office. For a short time 
he was in the General Department at 
195 Broadway, New York City. He 
brings to New England the point of 
view of the central western electric 
supply jobber and is being cordially 
welcomed to the sales forces of the 
industry in his new territory. 





DON’T LET THE PUBLIC SWELTER 


(Continued from page 11) 


It seemed as if Jones was about 
through. Here was a new merchant 
with a sad experience still fresh in his 
memory, a well-stocked store, not 
business and in no mood for 
buying. He had gotten acquainted 
with him and that was about all. But 
Jones hung on. He wasn’t thinking 
so much of making a sale as he was of 
making a friend out of the dealer—of 
some way he could “get under his 
skin” by helping him with his mer- 
chandising problems or _ rendering 
some service that would win the way 
into his confidence. 

“Let me run down this list to see 
if there are any items missing in your 
stock,” Jones suggested. 

The dealer was sure there wasn't, 
but he let the salesman start out with 
“attachment plugs, etc.’”’ There were 
no interruptions until he got down to 
“fans,” 

“How about them? 
asked Jones. 

“No, I haven’t; don’t need fans in 
the winter,” answered Arnold. 

It flashed across Jones’ mind that 
here was an opportunity. But he 
would have to be careful how he han- 
dled the proposition. 

“It's been my that 
there's a couple of things to remember 
about fans,’ Jones said. “First, one 
has to remember that deliveries on 
fans aren’t much better than they are 
on other electrical devices. If you're 
thinking of fans for the summer trade 
—this is February—well, right now is 
about the best time to order. You've 
had your experience with Christmas 
goods and know how it is. 


much 


Got any?” 


experience 


“T don’t want you to think that I 
am trying to tell you how to run your 
business or that I would try to give 
you any advice that isn’t sound. But 
I have found that most dealers—may- 
be 90% of them—will wait until June 
before they think of putting in a new 
stock. They let the warm weather 
remind them of it. And then along 
comes a hot spell, their shelves are 
swept clean of everything that looks 
like a fan, the new stock isn’t in and 
they begin telegraphing express or- 
ders to the jobbers in their vicinity. 
The jobbers’ stocks don’t last long be- 
fore they’re cleaned out. Most of the 
dealers get disappointed and accuse 


the jobbers of playing favorites or of 
not carrying the stocks they should. 
The jobbers are in the same fix as far 
as the manufacturers are concerned; 
stocks can’t be bolstered up in a day 
or two, the way things are now. And 
in the meantime the hot spell gets 
itself over with; the thousands of 
eager fan customers get out of the 
notion of buying and decide there 
won’t be another hot spell; so what's 
the use of buying a fan. 

“It happens summer after summer. 
I’ve been in the business ten years 
and there hasn’t been one that has 
missed—some worse than others, of 
course.” 

“IT don’t see what I can do about 
it,” said the dealer. ‘“‘You come in 
here in February and tell me I ought 
to order a lot of fans I won't get or 
couldn’t sell until June or July. And 
the chances are you want to load me 
up with so many I’ll have to carry 
some over until next year. 
me it’s simply a question of the job- 
bers carrying enough stock instead of 
leaving it to the dealers.” 

“Well,’ answered the salesman, 
“the jobber is sort of between the 
devil and the deep blue sea. When 
you remedy anything you don’t begin 
at the middle; you usually begin at 
one end. The fan manufacturer is 
willing to make just as many as he 
can sell, and he isn’t a bit backward 
about pushing. sales either. So you 
can’t very well begin at that end. It 
is purely a merchandising proposition 
I don’t mean that the dealer should 
bear all the burden. But he’s the 
main-spring of the whole affair. Let 
him learn how to really merchandise 
fans and you have half the battle 


won. 


Seems to 


“There you are again,” interrupted 
Arnold. “You say the _ dealer 
shouldn’t carry all the burden and 
then turn right around and ask him 
to do all the work.” 

“But merchandising is work,” re- 
plied Jones. “Merchandising isn’t 
merely tending a counter. It means 
going out after sales—finding out, cre- 
ating and satisfying good, stable, 
legitimate demands for goods. Un- 
less the demand is away ahead of the 
supply, no merchant can afford to wait 
for customers to come into his store, 
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UTEP 


P & S Pendent Switch is Easy to Sell. 


Write for 3-COLOR FOLDER— it’s just off the press 


Telescoping Bushings 
for Reinforced or Twist- 
ed Cord 






Fibre Cover 


Easy to Wire: Keeps Dirt Out 


Heavy Terminal Screws 


Phosphor Bronze 


Toggle Recoil Spring Switch Blades 


Porcelain Enclosing 


Two-piece Threaded 
Rugged Interior 


Shell; Turns Smoothly 


Indicating Buttons 
Red—“On”; Black—“Off” 
Shielded from Breakage 


Genuine Horn Fibre In- 
sulation 


Lower Shell Anchored to 
Interior 


Industrial Lighting Units, Store Lighting Fixtures, Ceiling Fans, Exhaust 
Fans, Display Fixtures, in fact where any device within the capacity of this 
Switch is located out of reach, it may be controlled by the P & S Pendent 
Switch. Its rating is: 750 Watts or 6 Amperes at 125 Volts; 3 Amperes 
at 250 Volts. 


It is practical, economical, sightly and is made to withstand long continuous service. 


The practical utility of this Switch is enhanced by the fact that it is balanced perfect- 
ly, will hang straight on the cord and does not at any time present a lopsided appear- 
ance. To the man who cares for the appearance of his work P & S No. 3000 is the 

answer. 


Whenever you need a long distance Switch of generous capacity you will find this 
Switch to your liking as it has a higher rating than the ordinary Pull Switch. 


Trade No. Schedule List Price Std. Pkg. Carton Pkg. Wet. 
3000 XA 50c 100 25 33 Lbs. 





Sales Bureau: 


Pass & Seymour, Inc., Solvay, New York 


ae . 
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and even then it’s poor policy; no 
really successful electrical dealer ever 
does it. 

“There’s only one thing to do about 
fan sales—spread ’em out. Sell fans 
off-season as well as on-season; keep 
stocks moving all the year ’round.” 

* * * 

Jones was right. There is no ques- 
tion about that. He was putting it a 
bit strongly to this fledgling dealer, 
perhaps, but he was telling the plain, 
unvarnished truth just the same. 

All merchandising follows broad 
rules laid down by precedence and 
custom, which are the combined result 
of the experience of the many. Like- 
wise, it follows the line of least re- 
sistance. There isn’t a merchant in 
the country—no matter what his line 
—who wouldn’t jump at the opportu- 
nity to cut his inventory in half if he 
was sure his volume of sales would be 
maintained; it would just double his 
turnover, and that would mean some- 
thing to him. Also, no merchant 
would buy seasonal goods six months 
in advance if it was possible for him 
to do otherwise. 

Fortunately the electrical industry 
is blessed, among other things, with a 
relatively small number of seasonal 
commodities. The electrical dealer's 
wares include only a few—the fan, 
the air heater and a couple of others. 
Irons, toasters, vacuum cleaners, 
lamps and a hundred other devices 


have a steady demand the year 
around, and as a result the dealer can- 
not be expected to pay so much atten- 
tion to the sale of seasonal devices. 
He, too, follows the line of least re- 
sistance. Custom does not require 
him to buy stock half a year in ad- 
vance, as it does his brother store- 
keeper, the dry goods man or the shoe 
man. If it takes him two or three 
months to get a supply of fans he will 
be sure to think his order is badly 
neglected and be liable to change job- 
bers, little realizing he is in much bet- 
ter position than most merchants in 
other lines. 

Then again, the electrical dealer, 
as a general rule, has been slow to 
accept the established fact that the 
electric fan is not a seasonal device in 
the strict sense of the word. True, it 
sells most readily in midsummer, but 
even in the northern city where Ar- 
nold had opened his store there are 
numerous uses to which a fan may be 
put even in the dead of winter. And 
as long as this is true it is fallacy to 
think of fans as having good sales 
possibilities only in the summertime. 

Jones should have told that to Ar- 
nold. Let us see if he did. 

“Most people,” continued the job- 
ber salesman, “seem to think that an 
electric fan isn’t good for anything 
else but stirring up a cool breeze on 
a hot day. As a matter of fact, over 

(Continued on page 77) 
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Salesmen Friends: 


~ The first issue of the 
Jobber's Salesman gives 
us a chance which is very 
welcome for a word with 
our many staunch friends 
among the jobbers’ sales- 
men who are selling 
Emerson fans and motors. 
We will try to have a 
message of interest or a 
word’ of"greeting each 
month in this column. 

Many of you are person- 
ally known to us and 
already feel free to 
write us for information 
or assistance and know 
you can rely on our full 
co-operation with your 
house and yourself. We 
want every*’salesman 
selling Emerson appa- 
ratus to feel the 
same way. 

Let us'know if there is 
anything we can do to 
help you individually, 
by giving personal at- 
tention to some order, 
by explaining some point 
about the goods, by a 
letter to a doubtful 
prospect orto a customer 
who has a complaint 
about goods or service. 


We are on the job, 
working with you and 
pulling for you and 
ready to go our*®limit 
for the asking. 

Cordially yours, 


The Emerson 


Electric Mfg. Co. 


ST. LOUIS NEW YORK 
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To The Jobber’s Salesman 





A great many interesting devices are hidden in the commonplace 
listing of the ordinary wiring device catalog. The display on the 
opposite page is evidence of that fact. 

There is nothing new about the devices themselves. They have 
been shown in our catalog for a period of some years. It remained 
for a contractor to call our attention to the fact that in No. 301 we 
had something he had been looking for for years, but—here’s the 
important point—his stumbling across it in our catalog was simply 
accidental. No one had ever told him of it or its possibilities. 

He was delighted to find this device, and it is reasonable to expect 
that there will be others like him who will be glad to know about this 
line. 


The rosettes can be used with fix- The keyless or pull receptacles 
ture loops and chains or drop cord make very practical fixture units for 
to make very practical and inexpen- overhead lighting. They are par- 
sive fixtures for house and industrial ticularly suitable for halls, pantries, 


lighting. kitchens and porches. 


They can also be used with three- They make a complete fixture in 


ply silk cord which can be obtained 
in a great many different colors, a 
tassel and a silk shade to make a fix- 
ture suitable for high-grade _ resi- 
dences, with all the distinction of a 
selected design. 

The rosette cover can be finished 
in old ivory to match the woodwork 


themselves, when used with a frosted 
lamp or a shade holder and a round 
globe. 


These devices were used extensively 
during the war by various depart- 
ments of the government because of 
their attractiveness, general adapt- 
ability, low cost and ease in installa- 





or can be finished to match the hard- tion. The covers take any finish de- 
ware. sired to match the hardware. 


In these days of standardized production and poor deliveries on 
specialties particularly on fixtures, you have a telling argument to 
present to the contractors and fixture dealers for the adoption of 
Arrow metal covered rosettes and receptacles. They are absolutely 
staple and allow of almost unlimited possibility in fixture design. 





The Arrow Electric Company 
HARTFORD 


Chicago : New York : Boston : San Francisco : Syracuse : Pittsburgh 
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Fixture, Effecis 


Simple” a 


can be made from “Arrow” 
Metal Covered Rosettes 
and Receptacles 


The Arrow Electric Company, Hartford, Connecticut 
Chicago New York Boston San Francisco Syracuse Pittsburgh 














76 THE JOBBER’S ff] SALESMAN 
— 











CONGRATULATIONS °~ 


The jobbers’ salesmen are to be congratulated that their profes- 
sion is recognized to the extent that a monthly publication has been 
founded to voice their interests. 


We congratulate the executives of the Jobber’s Salesman for their 
appreciating this need and having the initiative to meet it. 


Each month hereafter we will devote a page to display and ex- 
plain the selling helps that are created to assist Apex distributors’ 
salesmen in promoting Apex sales. 


THE APEX ELECTRICAL DISTRIBUTING CO., 
1105 E. 152nd St., Cleveland, Ohio. 


Made in Canada by 
THE APEX ELECTRICAL MANUFACTURING CO., (Limited) 
102-104 Atlantic Avenue, Toronto, Ontario. 


“The 






ELECTRIC SUCTION CLEANER 
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fifty uses have been found for one. 
Why, in the winter you can warm a 
room quickly by: simply blowing air 
against a steam radiator, or you can 
stop frost from coating up store win- 
dows; on a damp day the missus can 
use a fan to dry the washing. And 
then fans are great for ventilating. 
There’s dozens of uses, all off-season, 
and every one is a reason why the 
dealer can keep sales going all the 
year.” 

Jones was wound up and he kept 
going. 

“Tt may look to you, Mr. Arnold,” 
he said, “that the manufacturers and 
jobbers are trying to force the sales 
of fans. But it isn’t that. They 
know that there isn’t enough fans in 
use in this country, and they don’t 
want the market to depend on a few 





hot days in summer. The only way | 


is to get the dealers to see the big 
market for fans and the profits there 
are in it for them. Let me tell you 
how a dealer I call on goes after fan 
sales. 

“When anybody in his town opens a 
store or restaurant or any place that 
needs fans, why, he doesn’t wait for a 
hot spell to drive the customer into his 
store. He goes around to the mer- 
chant, or whoever it is, tells him how 
hard it is to get fans in the heat of 
summer, especially particular kinds or 
sizes, and then talks about the kind 
that will be suitable for the mer- 
chant’s use. He tells him if the order 
is given then the fans will be sure to 
be installed in time. By watching 
what’s going on around town he 
doesn’t miss many sales. 

“But I haven’t got time to go chas- 
ing around like that,’ protested the 
dealer. 

“Maybe not; but that’s one way to 
sell *em—off-season. If you don’t 
like to leave the store you can rig up 
your window with a few fans. Tie a 
couple of ribbons to one of the wire 
guards and you have a start on a win- 
dow display that is bound to attract 
attention. 

“Well, maybe you're right. I'll 
think it over,” said the dealer. 

“Well, goodbye, sir. Hope things 
pick up for you,” said the salesman. 

There wasn’t any “perhaps” about 
Jones. But he wanted Arnold to have 
time to use his own judgment and 
make up his own mind. 

A stock of fans? Yes, he sold him 
in February. 





Here is Why They Sell 


CUTTER Holder Socket Reflectors 
have many dominant features that your 
customers will appreciate. 





Here are just a few of the advantages 
that make CUTTER equipment easy to 
sell: 


Reflectors are RLM standard, 
‘ one-piece porcelain enameled 
and fastened securely to the porcelain 
body of the holder socket. This makes 
a compact, efficient unit, easy to 
handle, and guaranteed weatherproof. 


CUTTER Holder Socket Re- 
=. flectors are easy to wire. One 
complete fixture can be installed by 
one man in two minutes. Think of 
the saving in time of installation alone 
over ordinary reflectors. 


Holder Socket Reflectors insure 

e permanent high efficiency. They 

are well protected from dust and re- 
flectors are easily cleaned. 


There are many other advantages such as their 
interchangeability—scientific design—rugged con- 
struction, etc. All of them are importart selling 
points that will help you land the order. And 
remember the CUTTER reputation and guar- 
antee of satisfaction is something you can tie to. 


CUTTER AUTOMATIC 
CUT-OUT HANGERS 


The CUTTER Automatic Cut-Out Hanger is an ingenious device for 
lowering reflectors to the floor for cleaning and replacing lamps. You 
must know of hundreds of plants where these are needed—where they 
will save many dollars in maintenance and cost of electricity. 

Additional information on CUTTER products will be gladly sent to 
any interested salesman. 


George Cutter Co. 
South Bend a ar Indiana 
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Some of the Reasons 


Why Jobbers and 
Their Salesmen Should 
Get Behind 


“GETZ” 


Electric Washer 





It embodies the best, most 
perfect and practical features 
in washing machine develop- 
ment. 


Cylinder type, 24 revolu- 
tions per minute—12 each way. 
Hot water and suds forced 
through clothes. Exception- 
ally strong driving power. 


Enclosed working mechan- 
ism. 50 per cent oversize G. 
E. waterproof motor. 


Strong, rigid construction— 
pleasing in design. 


Capacity: Six sheets, 72 
towels, 120 napkins or their 
equivalent. Belt drive, motor 
detachable for other uses. 


Quiet, easy running. All- 
position swinging wringer. 


; Write today for our attrac- 
tive Jobber Proposition and 
new bulletin. 


Our intensive selling co- 
operation will help you won- 
derfully. 


Getz Power Washer Co. 
Morton, III. 








WHY ELECTRICAL JOBBERS ARE NECESSARY 
(Continued from page 12) 


relations with his local banker, and 
the present opportunity for increased 
business and increased profits finds 
him unable to reap the advantage, 
unless his jobber friends can as- 
sist him. As a rule, if the cus- 
iomer at all measures up to standard, 
the jobber is entirely willing and able 
to offer the necessary aid, since never 
before were merchandising and con- 
tracting more profitable; and any 
business man of even ordinary pru- 
dence and ability is now a safe credit 
risk. 

Failures in 1919 were less in num- 
ber than for any year since 1882, al- 
though the number of business con- 
cerns in the United States has more 
than doubled in that period; and the 
jobber is now in position to put many 
a customer in comfortable financial 
circumstances, who heretofore has 
lived a hand-to-mouth existence, if 
the customer will only make a reason- 
able effort to acquire the confidence 
of the jobber. 


Have Confidence in Your Mission 


With these facts in mind, therefore, 
the jobber’s salesman should fare 
forth upon his quest for business with 
a feeling of confidence, and with the 
conviction that he is not a parasite 
upon the commercial world. If he is 
alert, well informed, and abreast of 
the times, he can make himself not 
only useful but a positive necessity 
to jobber, contractor, retailer, and 
manufacturer. By his very efficiency 
he can greatly assist his employer in 
proving the jobber’s claim to being 
the logical, most economical and most 
effective medium for maintaining con- 
tact between producer and retailer. 

It is one thing to invent a device; 
it is quite another to introduce it to 
the public. The telephone, the phon- 
ograph and the motion picture were 
first looked upon as scientific toys. 
Hardly inferior to the genius which 
invented them, is the ability which 
ultimately converted them into proj- 
ects of the first magnitude. Nothing 
less than salesmanship of the high- 
est order could have conceived the 
vision of their present importance, or 
have executed the series of opera- 
tions which brought these businesses 
to their present stage of importance. 
So it is, that the trained sales repre- 


sentatives of the electrical supply 
jobbers are now in position to avail 
themselves of the development the in- 
dustry is now undergoing. Salesman- 
ship and business judgment alone are 
now required to do this. The market 
is already here and production is on 
the way. Probably not again in the 
active lifetime of the present genera- 
tion will a similar opportunity exist. 
Upon the present line-up of electrical 
jobbers and salesmen and the man- 
ner in which they acquit themselves 
of the responsibility cast upon them, 
unquestionably lies the future of the 
electrical business for many years to 


come. 
* + 


The Smallest Electric 
Motor 


The smallest electric motor was 
built by D. Goodin, a watchmaker of 
McKinney, Tex., and moves with all 
the regularity of a big machine, and 
it is so small that its owner wears it 
as a scarfpin. It does not cover a 
silver dime, and weighs only ;% of an 
ounce. 


The armature is about the size of a 
small slate pencil. The front of the 
motor is of gold, highly polished, and 
the commutator segments are also of 
the same metal, so that viewed from 
a little distance the scarfpin has the 
appearance of a very valuable and 
rather curiously designed pin. 


The first thing to attract attention 
is the buzzing of the machine, which 
by means of a current obtained from 
a small chloride of silver battery car- 
ried in the vest pocket, is kept in 
operation at a very high rate of speed, 
and with a noise like a small nest of 
hornets. 


The field magnets of the little 
motor are made of two thicknesses of 
No. 22 sheet iron scraped down and 
polished. These are held together 
with gold screws and wound with No. 
26 silk-covered wire. The armature 
is of a four-pole type and is wound 
with No. 36 wire. The little brushes 
are of marvelous thinness, having been 
constructed of copper, hammered 
down with much patience and care. 
There is a small gold switch on a 
black rubber base, made with a pin, 
to be worn on the vest or coat lapel. 
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A Liberal Subscription Offer 


THE JOBBER’S SALESMAN 
18 MONTHS FOR $1.00 


This job we've tackled is no cinch. 


To give you jobbers’ salesmen a magazine of 
your own--one that is smart enough to appeal to 
smart men, one that is snappy enough to be read by 
busy men, one that is practical enough to swell the 
bank roll of well paid men-—it's SOME job. 


We put it up to you to see whether we've succeeded. 


You will not find any pap, piffle or preachment 
in this copy of THE JOBBER'S SALESMAN. 


Good, red-blooded, he-man stuff, you'll find it 
written by fellows who know your game from actual 
experience. 


The fact is, this magazine, THE JOBBER'S SALESMAN, 
is just like a friendly gathering of two or three 
dozen smart men who know YOUR business. They tell 
their experiences, tip you off to little tricks and 
sales schemes that they have worked, give you brief, 
clear data and "dope" on the things they've specialized in. 


And they talk man to man-—nix on the bunk and bull. 


Look THE JOBBER'S SALESMAN straight in the eye 
and then consider the coupon below. Worth a dollar 
for 18 months? --you'll say it is! Sign. 


THE JOBBER’S SALESMAN 


Published by the ELECTRICAL TRADE PUBLISHING CO. 
1018 SO. WABASH AVE., CHICAGO, ILL. 
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SPECIAL INTRODUCTORY OFFER 
PAY NO MONEY NOW 


THE JOBBER’S SALESMAN, 
1018 S. Wabash Ave. 
CHICAGO, ILL. 


Sign 
This receipt of bill. 


Name 


Please enter my subscription to THE JOBBER’S SALESMAN for 
18 months at special introductory offer of $1.00. I will remit upon 





Today 


Home Address 





City and State.. 
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Name of Company 
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WHAT NATIONAL MAZDA LAMPS 
MEAN TO THE JOBBER’S SALESMAN 


I 


ZATIONAL MAZDA 
lamps are nationally 
advertised. The prestige of the 
manufacturer helps to sell 


them. They are called for by 
name. 





& Ny) 


NATIONAL | 
MAZDA |} 





National MAZDA lamps sell themselves 
wherever the blue carton is displayed 


NATIONAL LAMrep Works 
of General Electric Company 
Nela Park, Cleveland, Ohio 
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ACTORY executives are increasing 

production by as high as 35 per cent 
in some operations by better lighting. This 
may or may not mean more lamps or 
larger lamps. It certainly means making 
the right use of the right lamps. The 
quantity of light in the factory is of little 
consequence one way or the other unless 
this light is properly directed into the 
working plane. The salesman who is able 
to produce satisfactory lighting results is the one 
who lands the lighting equipment business. A 
letter to IVANHOE will bring you an expert 
analysis on any lighting problem you may be 
having trouble with. If possible please send 
blueprint of factory to be lighted. 


IVANHOE-REGENT WORKS of General Electric Co. 
Cleveland, Ohio 


“Tvanhoe” Steel Reflectors, Lighting Glassware, Anderson 
Self-Adjusting Arms, and Illuminating Service 


“Service to Lamps’ 


AVN IS (8) 5 


‘SHADES~ REFLECTORS 
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Suggest heating 
pads to your dealers. 


Now is the time they 
are in demand. 


Tell them of the 
workmanship and 
materials in the Sun- 


Ray. 


Tell them of our 
guarantee that pro- 
tects them and their 
customers. 


Jobbers’ sales- 


men who want to see 
their dealers handle 
the best always rec- 
ommend _ the 


Ray. 


Sun- 





The Sun-Ray 


Manufacturing Co. 
OSHKOSH, WIS. 








WHAT HELP I EXPECT OF THE MANUFACTURER 
(Continued from page 14) 


a slightly different manner. In the 
North Central states, especially, the 
manufacturers’ salesmen seem to have 
forgotten their duties as the mission- 
ary and have gone forth in quest of 
orders rightfully belonging to the 
jobber. 

Where, I wonder, do such manufac- 
turers as these think the jobber is 
going to land when they send their 
district managers to the jobbers’ of- 
fices to preach philanthropic ideas, 
then turn around and send their men 
ahead of the jobbers to “cop the 
gravy”. Just recently three salesmen, 
representing the three largest Chicago 
jobbers, met a representative of a 
switch manufacturer in a small Wis- 
consin city, but without a word of 
co-operation and beiore the jobbers’ 
men had an opportunity of getting on 
the job this man had gone ahead and 
cleaned up among the contractors. 
Still this manufacturer is a declared 
advocate of co-operation among the 
three branches of distribution. 


Returning again to batteries, we 
find in Elkhart, Ind., three excellent 
dealer accounts, unable to be obtained 
by Chicago houses because a Chicago 
representative of a battery firm had 
placed his goods in the hands of an 
unscrupulous hardware merchant. 
There is one time and one only when 
an electrical salesman should sell a 
hardware man and that is when he is 
the only worth-while outlet in his 
town. 

At the present, there seems but one 
remedy, that of the Goodwin plan, 
which most of us will concede, if once 
put in effective operation, will revolu- 
tionize all our manufacturer-jobber 
squabbles—as well as jobber-dealer. 
The placing of this plan in effective 
operation, however, requires the con- 
stant drilling of the jobbers’ salesmen 
at both ends, the manufacturer 
through his salesmanager, and the 
dealer through himself. Business con- 
ditions in comparatively the youngest 
but greatest industry, the electrical, 
are today in a more chaotic state than 
any other. It cannot hope to realize 
its fullest profits and hopes until a 
stabilized, harmonious, and _ sensible 
method has been placed in effect, one 
in which each allows the other to play 
his prescribed and important part 
without the interference of the other. 


The only present, and to date the 
most sensible plan, is the Goodwin 
plan in which each of the three factors 
in the distribution of electrical equip- 
ment, the manufacturer, the jobber 
and the retailer, plays his own indi- 
vidual part without overstepping his 
boundary line. 


In conclusion and as mentioned be- 
fore, the jobber’s salesman may be re- 
quired to know and sell from 8000 to 
5000 articles produced by probably a 
couple of hundred different manufac- 
turers, whereas the manufacturer’s 
salesman has but his comparatively 
limited line. The jobber’s man only 
being able to command a superficial 
knowledge of each article he sells can- 
not be expected by the manufacturers 
to go out and discuss each fine point 
of every piece of apparatus. The 
manufacturer’s salesman can easily 
memorize each and every detail of his 
line and for this simple reason his 
duty is more of the missionary than 
the salesman. We don’t want him to 
sell the goods—that’s our job, but we 
do want him to sell the idea bearing 
out the equipment which we have for 
sale. 

* + 


One Thing at a Time 


A point well worth the attention 
of the dealer is the featuring in his 
window of one electrical specialty, ap- 
pliance or device at a time. The 
average housewife, when gazing into 
a window at a conglomeration of ap- 
pliances may easily become confused 
with the variety, the result of which 
is that none of them will stand out 
distinctly in her mind. If, however, 
one particular article were featured, 
the sight of it would be indelibly 
photographed in her memory. The 
family pocketbook, too, will not al- 
ways stand more than one thing at a 
time; but when the occasion permits 
the housewife will recall that one ap- 
pliance, whereas the sight of a multi- 
plicity of them might have long since 
been erased from her thoughts. It is 
a matter of holding the interest and 
attention of the ultimate consumer, 
the housewife, to the electrical idea. 
Then, again, the window displaying 
one article in an attractive manner, 
adds to the dignity of the store. 
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| “AMERICAN BRAND” 


WEATHERPROOF WIRE AND CABLES | 
HAVE NO EQUAL 


COPPER WIRE 
AND CABLES 


For Over 20 Years 


“AMERICAN BRAND 
WIRES AND CABLES 


have maintained their reputation as leaders in their line. 
















When you sell “American Brand” you know you are 
selling your customers the best wires and cables that skill 
and long experience can produce. 


We are now drawing copper wire and stranding our own cable at our 
Chicago factory which assures our trade 


PROMPT SHIPMENTS 


American Insulated Wires Cable Co. 
2|st, Sangamon. & Morgan sts. 
Chicago 












84 





THE JOBBER’s [A] SALESMAN 











ANACONDA 


COPPER WIRE 
From Mine to Finished Product 


QUALITY 
PRICE 
PROMPT DELIVERY 


Are the three principal requisites in successful selling. If you 
handle Anaconda wire you are assured of these sales helps. 


Anaconda wire needs no introduction. It is known and used 
wherever copper wire is used. 


Millions of pounds of copper wire are drawn in our mills each 
month and shipped to the world’s markets. 


The Anaconda organization is prepared to offer helpful sug- 
gestions for handling your wire problems. We shall be glad 
to have you avail yourself of this service. 


Anaconda Copper Mining Co. 


Rolling Mills Department 


General Office Great Falls, Montana 
ROLLING MILLS DEPT. 
CHICAGO 
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Selective Distribution 


} yo proper distribution of your 
product involves more than 
simply going out and taking orders— 

Salesmanship that takes the future 
into account plans, not only for the 


biggest possible bunch of orders to- | 
day, but for placing “the line” with | 


the best possible dealers— 

In other words, it is not how much 
business you get, but from whom you 
get it that counts in the long run. 

A sound business principle is in- 


volved—the principle of “selective | 
distribution.” It is an important | 


principle—one that all salesmen must 
keep in mind if they want their sales 
to have a healthful growth. 

Line up the third or fourth-rate 
dealer in each town in your territory 
and you will have no particular de- 


mand from the other dealers in the | 
same town for what you have to sell. | 


But line up the best dealer, and all of 
the others will be inclined to want to 
do business with you. Multiply that 
thought by the number of towns in 
your territory and see where it leads 
you. 


Incidentally, the best dealer is the | 


fellow who increases his business from 
year to year. He is progressive—he 
advertises. 

The best dealer in town, the most 
progressive merchant, the fellow who 
will loom up largest in the future, is 
the one who advertises. He believes 
in advertising. He knows that ad- 
vertising does sell merchandise—that 
advertising characterizes the adver- 
tiser. 


He reads manufacturers’ advertis- | 


ing— 
He is most likely, of all of the 


dealers in his town, to be influenced | 


by advertising of the right type, in the 
right media. 


Advertising is a mighty important | 


selling asset to use on the dealer who 


| 





MOLONEY 
are manufactured in sizes 1 to 5,000 Kva from 110 to 110,- 
000 volts, single or three-phase, in any commercial fre- 
quency, either indoor or outdoor type, from designs that 
are the result of twenty-two years of conscientious devel- 
opment, of the best material obtainable, by skilled person- 
nel trained exclusively iri the manufacture of better trans- 


formers. 


advertises. The dealer who adver- | 


tises is the one you want to sell. Rec- 
ognize these two fundamental facts 
and your sales cycle is complete. 

* * * 


W. P. Naser, formerly Chicago 


manager for the Trumbull Electric | 


Manufacturing Co., has been ap- 
pointed general manager of the 
Northern Electric Co., Minneapolis, 
Minn. The company has its executive 
and main offices in Minneapolis. 


MOLONEY ELECTRIC CO. 
St. Louis, Mo. Windsor, Can. 


OFFICES 
Buffalo Pittsburgh 
Chicago Rochester 
Los Angeles San Francisco 
Minneapolis Salt Lake City 
New York Seattle 
Philadelphia Syracuse 
ers nae 
sieiaeemeets 
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S11 Ford Blub 


Have Your Dealers 


Stock 


MANNWEILER 
BULBS 


to meet the extraordi- 
nary demands of the 
spring and summer. 





Don’t let your custom- 
ers wait until the auto- 
mobile season is here. 
Have them stock up 
now—and with bulbs 
that will give their cus- 
tomers complete satis- 
faction. 


Mannweiler Bulbs 
have established an en- 
viable reputation 
among autoists. Show 
your dealers how to 
cash in. Write for 
discount sheets now. 


Manufacturing under 
General Electric Pat- 
ents. 


The A. C. Mannweiler 
Company, Inc. 


Manufacturers of Min- 

iature Incandescent 

Lamps and Automo- 
bile Bulbs. 


1413-1415 Calhoun Street 
Fort Wayne, Ind. 








1920 


By H. F. Thom 


Pres. Northwestern Electric 
Equipment Co. 











Well, here it is, another year 
dawning. But somehow or other 
it doesn’t seem just right. Per- 
haps it’s because we are in a differ- 
ent mood or tense than in former 
New Year seasons. Perhaps we 
miss the “swearing off” period. 

The ambition to make the new 
year a bigger and better period in 
our lives is just as keen as ever; 
and perhaps we shall even accom- 
plish more and better work in 1920 
than we have yet done. We all 
have the spirit of Hope, and if we 
have the spirit of Push to back up 
the Hope it is easily possible that 
we may accomplish our ideals. 

Time never was so propitious for 
getting ahead. There is an abun- 
dant opportunity for the man who 
WILL. Opportunity sings a siren 
song, inviting all to make the effort. 


The trials and disappointments, 
the denials and shortages in neces- 
sities of life as well as the luxuries, 
have brought to our attention 
wastes and undeveloped resources, 
the extent of which we cannot 
know. Undeveloped resources of 
this great country are rich in so 
many things that man needs but 
select a path of development and 
follow it to realize the ambition of 
wealth. Countless needs offer op- 
portunity for service to mankind, 
and unexplored experiments hide 
essential developments of commu- 
nity as well as national progress. 

The great coal strike brings to 
mind the greater possibilities which 
lie in electricity, and the entire in- 
dustry may well give serious 
thought to the greater development 
of this wonderful agent. Light, 
heat and power in one. The elec- 
trical world may well pause and 
contemplate the field before it. 


. f= 


The question has often been asked, 
“What is an efficient salesman?” and 
the best answer yet reported is: “An 
efficient salesman is an Irishman that 
buys something from a Jew and sells 
it to a Scotchman at a profit.” 





“KILLARK” 
Ky ruses 


We Stand 
Behind 


Goods 








This 

feature 
and our 
plan of 
packing in 

our special 
Checker 
Board Car- 
tons, makes it 
easy for you to sell 
“Killark’”? Products. 


Killark Electric Mfg. Co. 


3940 Easton Ave. 
ST. LOUIS, MO. 











5: Cents 
A COPY 


the cost of a few 
cheap ‘‘coffin 
nails’—that’s all 
it costs to get this 
interesting, in- 
structive, helpful 
magazine every 
month, if you take 
advantage of the 


Liberal 
Subscription 


Offer 


which you will 
find on 


Page 79. 
Do It Now 
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Insist Upon the Only Renewable 





Fuse that Passes All Tests 


HE National Renewable Fuse is 
the only fuse with the renewable 
feature that is approved by the Associated 
Factory Mutual Fire Insurance Companies. 


















It is also approved by the Mutual 
Fire Prevention Bureau of the Millers’ Mutual 
Fire Insurance Companies. Neither of the 
above mentioned Mutual Fire Insurance Asso- 
ciations have approved the naked element type 
of renewable fuse — they specify a powder 
packed element. 


It is also approved by the Under- 


writers Laboratories Incorporated, their report 


E4199, dated December Ist, 1919. 


The NATIONAL 
Renewable FUSE 


The National Renewable Fuse has many 
patented and distinctive features which we shall be glad 


to explain in detail. If you have not received your copy 
of our little leaflet, “CORRECT FUSE RATINGS FOR 
MOTOR CIRCUITS,” ask for it when you write for 
full information, mentioning also 
your dealer’s or jobber’s name and 
address. Write today, no obligation. 


Federal Electric Company 


Representing Federal Sign System (Electric) 
LAKE and DESPLAINES STS., CHICAGO 


91 New Montgomery Street 627-649 West 43rd Street 
SAN FRANCISCO, CAL. NEW YORK, N. Y. 








We make a com- 
plete line of renewable 
fuses, both 250 and 
600 volts, up to and 
including 600 amperes. 





Branches in all large cities 
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Listen, Salesmen of 


Bryan-Marsh Jobbers 


Bryan-Marsh Division 


Chicago New York Detroit Central Falls, R. I. 
BRANCH OFFICES 
Kansas City, Mo. Minneapolis, Minn. Oakland, Calif. 


N°. is the time to sell industrial lighting. 


Almost any plant you visit could better its 

lighting. Actual investigations show that 
only 40% of a representative group of industrial 
coiablinknnente investigated were even moderately 
well lighted. 


Think of it! This means that practically 60% of 
all industrial plants are live prospects for lamps and 
lighting equipment. Undoubtedly, there are many 
right in your own territory. 


When you talk industrial lighting remember this: 
Increased production results from improved light- 
ing. And what is more important these days? 


Lighting is no longer a janitor service. It is a 
mighty important factor in production. 


Bryan-Marsh lighting experts are eager to help 
you sell the kind of an installation you will be proud 
of. A rough sketch of the plant to be lighted is all 
that’s necessary. Bryan-Marsh service will mean 
something to you if you use it. 


Do not overlook the oppor- 
tunities to increase lamp sales 
and your profits with the white 
Mazda lamp. We can take care 
of your customers’ demands 


promptly. 


National Lamp Works of G. E. Co. 
GENERAL OFFICES 
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W. W. LOW 
(Continued from page 21) 
of the east.” Yet in the ’80’s, Mr. A N Y { | i E 
Low says, the salesman was a bluff. 
Usually when entering a prospect's 


office or shop he was greeted with the Will Take Any 
question, “Well, is your stuff any Style UNO 


ood ?” 
: “Sure,” would be Low’s reply, “or Shade Holder. 
I wouldn’t be selling it.” And such 
was the extent of sales talk and the 
knowledge of the subject. 

“Today, though,’ Mr. Low goes on 
to say, “salesmanship is an entirely 
different proposition. To sell elec- 


Combines 
Chain Pull 
Socket With 
Electric Light 
Dimmer. 







trical equipment now, a man must be 
familiar, to a certain extent at least, 4 
with the theory of electricity and the i | 
technicalities of electrical apparatus. 
He must know what he’s doing, what 
Just a Few of Its Uses 


he’s talking about. There’s none of 
the old bluff in it today; a salesman 
of my day couldn’t go out and sell 











wire. 

“When I used to hit a town,” he 
says, “I’d hunt up the superintendent 
of the plant who would at once take = 
me out to see some of his big installa- 
tions. I’d usually find a set of about 
six or seven old 16 cp. carbon lamps 
strung on a wire across a saloon. The ad { 
superintendent would buy a drink, I'd Home After the Party OF 
buy a drink, then the bar-keeper and ; 
we'd all agree it was a magnificent in- 
stallation and that electricity was a 
great thing. The deal would be closed 
and the order given me for whatever 
supplies were needed.” 

Mr. Low tells that if the brushes 
of a generator in one of his customers’ 
plants were worn, or if something else 
hindered its operation, it would be 
necessary to send to Cleveland for an 
expert to come out and start it again. 
Usually the expert would arrive 
knowing little more than the owner. 
Probably he was a better guesser. 

Such were the conditions of thirty 
years ago but in this length of time 
friends say, “Billy” Low has done 
as much for the electrical industry and 
the jobbing field as any other man. 

When asked for the prescription of 



































Dem Light in Bathroom 


MDE 


success and the foundation of his, Mr. Every Jobber’s Salesman should carry a sample 
Low’s laconical answer was, “Work and devote ten minutes a day to demonstrating 
like hell.” This may have been the same. Results will be many sales, good profits, 
foundation of his prosperity but after satisfied customers. It will pay to try it. 


leaving the presence of this affable 


gentleman one cannot help but feel ANYLITE ELECTRIC CO. 


that his broad smile and jocular atti- 
tude towards all and at all times had Ft. Wayne, Ind. 


a lot to do with it. 
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To ELIMINATE the absorption of a 
large percentage of the light-rays 
where thick, inverted translucent 
bowls are used in illumination, the 
Luminous Specialty Company of In- 
dianapolis, Ind., have brought out 
their eye shield diffuser which may be 
used with all forms of tungsten and 
type “C” lamps up to and including 
200 watt. 


A LOADING ouTFIT manufactured by 
the Electrical Devices Co., of New 
York City, makes it possible to do 
away with the use of water rheostats 
in testing meters. The apparatus 
consists of a one or two-cell Edison 
type storage battery in conjunction 
with a carbon compression rheostat so 
designed that coarse regulation in cur- 
rent can be obtained for heavy loads 
and finer regulations for light loads. 


A New IDEA in safety-switches is 
one recently placed on the market by 
the Trumbull-Vanderpoel Electric 
Manufacturing Co., of Bantam, Conn. 
All live parts are completely enclosed 
in the operating position with the ex- 
ception of the projecting insulated 
switch handle. The compactness of 
the switch is one of its biggest fea- 
tures as it may be installed directly 
upon motor-driven machines where 
space is limited. The switch is in two 
parts, the top containing all operating 
parts to be removed while conduit is 
being set in, whereupon the top is re- 
placed and sealed. All underwriters’ 
requirements are met in this device. 


AN AUTOMATIC, motor-driven, water 
system, recently announced by the 
Goulds Manufacturing Co. of Seneca, 
N. Y., is to be known as the “Hi- 
Speed Outfit, Fig. 1695.’ The sys- 
tem embraces a pump of the plunger 
type, capable of pumping 38 gals. of 
water per minute against a pressure 
of 43 lb. per sq. in., connected by 
means of a round belt to an electric 
motor wound for either 110 or 220- 





volt alternating current or 32, 110 or 
220-volt direct current. Also included 
in the outfit is a welded steel tank, an 
automatic pressure gage, a relief valve 
and piping and fittings connecting the 
pump and tank. A floating idler pro- 
vides tension on the belt while the 
pressure regulator serves to cut in or 
out the current, depending upon the 
pressure in the tank. 


For THE coMFoRT of men whose 
duties confine them to a stationary 
position out of doors in all kinds of 
weather, such as traffic policemen, 
doormen, etc., the Westinghouse Elec- 
tric & Manufacturing Co., of Pitts- 
burgh, Pa., have brought out a new 
electric foot-warmer. This new heat- 
ing plate is 14 by 20 inches and 214 
inches high, being controlled by a 
three heat snap switch through which 
may be obtained 50, 100 or 200 watts. 


Tue Bensamin Exvectric Mere. Co. 
of Chicago are featuring their Ben- 
jamin Starrett Panel Cutout, which, 
though not a new device, presents an 
advancement in cutout installations. 
This panel is designed, the manufac- 
turer says, to eliminate the necessity 
of using a number of separate two 
branch cutouts. Its construction is 
similar to that of their regular line of 
Benjamin Starrett Panelboards. 


THe GretHer Hann E ectric 
SEARCHLIGHT is a_ portable electric 
lantern which the manufacturer says 
is adaptable to the use of industrial 
plants, refineries, etc., requiring ma- 
rine equipment. This device is made 
of aluminum, has a silver-plated re- 
flector designed to project a shaft of 
light 300 ft. or more and is equipped 
with a storage battery. The manu- 
facturer is the Grether Fire Equip- 
ment Co. of Dayton, O. 


A PORTABLE AIR HEATER which cir- 
culates its heat on all four sides has 
been brought out by the Equ»tor 





of Hamilton, 


Manufacturing Co. 
Can., for use in bathrooms, nurseries, 


sick-rooms, etc. Having a flat top it 
is possible to boil and heat liquids on 
the heater. The heating units consist 
of nickel chromium resistance wire. 
The heater is mounted on four feet 
and is provided with an attachment 
plug and eight feet of cord. 


Tue Feperau Evectric Co. of Chi- 
announces the addition of a 
swivel rear wheel on its electric 
vacuum sweeper. They contend that 
this makes the cleaner more efficient 
and easier to operate, also rendering 
it possible for the operator to change 
the direction of the machine without 
disarranging the rugs, carpets, etc. 


cago 


Lanpers, Frary & Cuiark, New 
Britain, Conn., made the largest ex- 
tensions of any factory in New Brit- 
ain during 1919. During the year the 
directors recommended an increase of 
capital from $5,000,000 to $6,000,000 
for the development of new lines of 
manufacturing, details v1 which have 
not yet been announced. The com- 
pany acquired the plant of the Barnes 
& Kobert Manufacturing Co. of New 
Britain on Dec. 23. At the present 
time the company is building a large 
factory addition to the East Main 
street plant, as the president, A. G. 
Kimball, says he sees a rush of busi- 
ness for 1920. Production now is on 
a wartime scale. Much of the machin- 
ery used in war-time on government 
work is now being used in commercial 
lines. The company also has added 
500 new employes to its personnel, 
making the total 2800. 


EvectrricaL ENGINEERS EQuipMENT 
Co. of Chicago, manufacturers of high 
tension equipment, whose offices were 
destroyed by fire, a few weeks ago, 
have established permanent offices at 
35-37 South Desplaines street, Chi- 
cago. The factory, which escaped fire 


loss, continues to operate at its old 
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The ONLY Renewable Fuse 


APPROVED 


in all capacities by the UND. LAB. 








rz) 


REG. U.S.PAT.OFF = 











TRICO is the only fuse of the 
renewable type approved in all 
standard sizes by the Underwrit- 
ers’ Laboratories using the ad- 
vantageous powder filled renewal 
element. This includes both the 250 and 
600 volt classification in sizes 0 to 600 am- 
pere and the UND. LAB. Inspection Label 
will be attached to all Trico Fuses, which 
is your protection against inferior product. 

This means that the so-called non-renew- 
able type, or “One Time” fuse, is relegated 
to by-gone times, and the renewable fuse 
is no longer regarded as an experiment. TRICO, 
which carries the same approval from the Under- 
writers’ Laboratories as the non-renewable type, is 
just as efficient, with the added advantage of easy 


renewal and reduction in fuse maintenance of ap- 
proximately 80%. 





We quote the following paragraph from the Un- 
derwriters’ report, which we believe will be of 
special interest to you: 


“The inner or renewal cartridge provides a 
link of a form not easily duplicated by the user 
or likely to be replaced by improper substi- 
tutes. The combination of a powder filler 
surrounding the link closely approximates the 
essential features of design of standard en- 
closed fuses of the non-renewable type.” 


No better proof of merit could be offered than 
the approval placed upon them by the Underwriters. 
We shall be pleased to supply you with complete 
descriptive matter. 


THE M. B. AUSTIN CO. 
CHICAGO 























TO JOBBERS AND DEALERS we will say 
this: Sell TRICO FUSES to your customers and 
remember what’s best for the user is best for the 
Jobber and Dealer and for the Manufacturer, too. 





using a powder 


filled Renewal 


This 
is the label 9 
that is your pro- 
tection against 
inferior product 
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DEALERS 
APPRECIATE 
THE POSSIBILITIES 


The pronounced success many dealers had with 
Denzar doubled the demand in 1919. New 
dealers are daily perceiving its sales possibilities 
and entering their. initial order. Fortified with 
a knowledge of its nine distinctive features and 
ability to meet every lighting requirement of 
stores, schools, offices and public buildings, they 
will build a better business and make real profits 
with Denzar. 


The soft, clear radiance of Denzar, resembling 
soft sunlight, will add attraction value to any 
store, office, or public building. Denzars are 
made in decorative styles, too, for smart interi- 
ors. Each installation makes friends for the 
dealer and new sales for the jobber salesman. 


The new Denzar catalog explains its salient features 
and shows all types, sizes and styles with prices. Write 
for as many copies as you can use—or better still have 
your sales manager secure imprinted copies. 





</ 





RAP —EZAZ 


The Unit of Day Brightness 


BEARDSLEE CHANDELIER MFG. CO. 


Manufacturers of a Complete Line of Chandeliers 
for Every Lighting Requirement 


218 SOUTH JEFFERSON STREET, CHICAGO 
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address, 715 West Meridian street, 
about a block from the new offices. 
The company has issued a complete 
bulletin describing over 100 different 
switching and protective combina- 
tions. 


Epison Exectric APPLIANCE Co., 
Inc., 5660 West Taylor street, Chi- 
cago, is sending to Hotpoint dealers 
price list No. 17, showing price 
changes effective Jan. 12. The com- 
pany points out in its letter to the 
trade that “the continually rising 
costs are due to the difficulty in keep- 
ing a consistent supply of materials 
on hand at fixed prices, and because 
of the ever-changing conditions where 
labor is concerned.” - In view of the 
situation generally it urges that deal- 
ers place their orders for future de- 
livery with the jobbers now as the 
jobbers have already done with the 
factory. The company is also sending 
out to their dealers a reproduction of 
the Hotpoint advertisement which ap- 
peared in the Jan. 24 issue of the 
Saturday Evening Post and which 
features the Hedlite heater. The cir- 
cular depicts the comfort and conveni- 





Security 
Safety 


Saving 





HMA 
SS See enna 


We believe in giving our cus 
tomers the greatest protection 
to their electrical apparatus at 
the minimum cost. ‘That is 
the reason we now offer our 


olients NATIONAL R&- 
NEWABLE FUSES. 








ence afforded by this appliance. They id ele dvantages 


than any other renewable 
fuse on the market. and give 
the same security a: the old 
“One-Time” fuse with the 
addition of the renewable 
feature. 


“Hurtey MessaGe,” a new house 
organ of the Hurley Machine Co., 
Chicago, has just made its debut with 
the January issue. The purpose of 
the magazine is to assist the dealer. 
The immediate desire, however, is to 
impress upon the trade the enormous- 
ly increased facilities being developed | 
by the Hurley company in its effort | 
to make the supply meet with the de- | 
mand. To the three factories in oper- | 
ation at present there will soon be | 
added a fourth. It is the plan of | . 
“Hurley Message” to give the dealer 
through instructive and interesting | 
copy valuable suggestions for making | 
more convincing and effective sales 
talks to their customers. The im- | 
mense output and expansion of the 
Hurley company is only one indica- 
tion of the tremendous business which 
can be expected in the sales of wash- 
ing machines, vacuum cleaners and 
other labor saving devices in the fu- 
ture. In spite of the fact that the 


Hurley Machine Co. just completed THE DILLON ELECTRIC CO. 


their third factory, the demand can- 


not yet be taken care of. Compete: Olite 
. 


Last MONTH the Teegnenne | 
Electric & Manufacturing 


Co. of (TAN TS LTA LLL Se ERA. ucsseneeneeinAsmeemsrenma 80S 
Pittsburgh, Pa., moved 75 engineers } IIMMMIIINIIININNNNNN0N000N00000000000000000H NNN 


Only 
3 parts 






noider 
® able cartri 
PP Reisg 


“on a 


z 
lenew 
¥ 
R . Cap f 
é 
Yd 
ee 














94 THE JOBBER’S MA) SALESM 





AN 








Quick Sales— 
Big Profits— 


Satisfied Customers 











The Berthold Electric 
Washer assures these re- 
sulis. 

















Here are some of the rea- 
sons why: 

Cast iron casing around 
mechanism. 

No moving parts exposed. 
No belts, chains, springs, 
grease or oil cups. 
Copper or galvanized 
steel tub. 

8 sheet capacity revolving 
cylinder—wood or metal. 
And many other exclusive 
features which mean 


Safety and Satisfaction. 


Some choice territary still 
open. Write for our lib- 
eral agency proposition. 


Berthold Electrical Mfg.Co. 


127 So. Green St. 
CHICAGO 











and their families from the machine 
works at East Pittsburgh to Lester, 
within a few minutes walk of the com- 
pany’s South Philadelphia works, 
where the machine works of the engi- 
neering department has been trans- 
ferred. To take care of the housing 
of the employees the company built 
a large number of homes which were 
rented to them. Photographs and 
plans of the houses were sent to 
their prospective tenants, who chose 
from among them. Transfer com- 
panies then packed and moved the 
effects and placed them in orderly 
fashion in the new abodes in record- 
breaking time. The families followed 
on a special Pullman train. 


THE TRAMP, who became practically 
extinct during the war, has made his 
reappearance in England according to 
advice of the London Times. It says 
that the cause is probably due to the 
fact that demobilization has set free 
men without trades or training in any 
definite livelihood in larger numbers 
than can be absorbed in the field of 
casual employment. From conversa- 
tions we have had with several large 
electrical manufacturers of this coun- 
try these men could be quickly put to 
work in their factories at jobs requir- 
ing little training. A few of these 
tramps at work in our electrical manu- 
facturing concerns with 100% Amer- 
ican ideas might assist jobbers mate- 
rially in getting a few sockets or 
appliances in less than six months 
from the date of the order. 


Tue Cuicaco Dairy News says that 
some of the smaller cities are going 
into the business of supplying houses 
and apartments for their citizens. 
This appears to be a very good sug- 
gestion from the electrical standpoint 
as it would again broaden the outlet 
for wiring supplies, the flow of which 
in the past few years has become com- 
paratively stagnant. Aggressive in- 
dorsement of this plan might be advis- 
able and profitable. 
tions could likewise improve not only 
industrial but their own internal con- 
Some 


Large corpora- 


ditions by taking such steps. 
One of the biggest 
automobile syndicates in the United 
States, having seen the advisability of 
this plan, has erected several hun- 
dreds of homes within walking dis- 
tance of their plants. The move 
proved that it increased produc- 


already have. 


tion and decreased discontent. Not 
only this but it was a financial benefit 
to local contractors and nearby job- 
bers. 


AFTER a number of years in re- 
search work Dr. Charles P. Steinmetz 
of the General Electric Co. has an- 
nounced the development of a light 
weight electric truck, one of the prin- 
cipal features of which is the method 
of motor control, which gives the 
motor compound characteristics by a 
storage cell floating on the field cir- 
cuit. The field and armature of the 
motor revolve in opposite directions, 
each driving one of the car wheels. 
In this way the motor weight is saved, 
the differential eliminated and _ the 
truck is as a result simpler and more 
compact. It is claimed that as a re- 
sult of these and other features lower 
operating cost and lower price will 
result. 


To BETTER take care of their trade 
and expanded business and having 
outgrown their inadequate quarters at 
Halsted, Adams and Green streets, 
the Peerless Light Co. of Chicago, 
Ill., has moved its offices and factory 
to Washington boulevard, Meridian 
and Union streets. Their new home 
is a substantial brick building, six 
stories high, possessing a large base- 
ment and having about 125,000 sq. 
ft. of floor space. It has been 
equipped with many modern devices 
that expedite production and minister . 
to the comfort and safety of execu- 
tives, office assistants and workmen. 
The company says every foot of floor 
space will be needed to properly care 
for their chandelier and electric light- 
ing trade. 


Two new one-story additions, one 
60 by 417 ft., the other 23 by 32 ft., 
will be built soon by the American 
Electric Heater Co., Woodward and 
Burroughs avenues, Detroit, Mich. 
The larger of the buildings is intend- 
ed for general manufacturing and 
boiler plant service and the smaller 
for assembly work. 


Apex Exvectricat Distrisutine Co. 
of Cleveland, O., is conducting a prize 
contest for their jobbers’ salesmen, 
both wholesale and retail, who sell 
the most cleaners. Prizes aggregate 
$5000 and range in size from 
five to $100. The first prize to 
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“If we are to get greater production and reduce the high cost of living, farm life must 
be made more attractive’’"—says a current news item. 


Instead of being lured to the great cities the labor of the farm must be kept there. 


There Is No Other Agency That Will Tend 
to Make Farm Life More Attrac- 
tive Than Electricity 





It will light the house, barns, buildings and 
sheds, milk cows, pump water, grind feed, 
churn butter, etc. 


The central station through its high tension 
lines is the logical source of electricity for the 
farm. 





JOBBER SALESMEN 


Contractor-Dealers, Central Station Manag- 
ers, here's a field of immense possibilities. 

Hook the farmer up to the high tension lines 
with the 


“THREE E” COMBINATION L Cat. 79002 


Switching and Protective Equipment illustrat- For 13,200 volt serv- 
ed herewith. It is simple, compact, low in ice. Lightning Ar- 
first cost and easily maintained. Let us send an tuak Gee 
you our literature on this subject and suggest _ nect. 
means of bringing the farmers and the central 
station companies together. 

And remember, our Combination L is the first link in the chain, back of it will be additional 
sales of Transformers, Wires, Fixtures, Lamps, Motors and electrically driven household appli- 
ances. Write us today and let’s get the ball rolling. 





Electrical Engineers Equipment Co. 


711-715 Meridian Street, Chicago 


New York Office, 21 Park Row 
Sales Offices in All Principal Cities 








LTO, 


PE RTE SEN 
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As Easy as Putting 
a Drill In a Chuck 


Only a quarter of a minute—I5 seconds 
by your watch—is required to renew a 
Pierce Fuse. 


It really is just as easy as slipping a drill 
into a chuck. 


Because it is a ‘lightning change’ fuse 
manufacturers everywhere are standardiz- 
ing on the Pierce—and insuring themselves 
against costly shutdowns resulting from 
blowouts. 


A Pierce fuse is renewed by merely insert- 
ing a new fuse link. Then slip the outer 
casing back into place and restore the fuse 
to use. 


Send at Once for Illustrated 
Literature Which Describes 
These Special Features in Detail 




































PIERCE FUSE 
CORPORATION 


BUFFALO, N-Y. COD SAA s-Vopepa Jee pae 
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the wholesale winner will be a $100 
check and the retail winner will claim 
a $75 check. The contest is being 
conducted on a point basis, the sale of 
each cleaner counting one point and 
the obtainirg of a new dealer counting 
10 extra points. F. E. Wartman, 
wholesale salesman for the Illinois 
Electric Co., Chicago, is at present 
nearest the $100 prize. , 


Tue Nationa, X-Ray ReFLector 
Co. of Chicago, Ill., is circulating a 
small pamphlet entitled “The Selling 
Plan.” The pamphlet is in letter 
form and embodies a message of ap- 
preciation to the electrical trade of 
America for its past co-operation. It 
also announces plans which make pos- 
sible a closer working basis in the sale 
of their products. 


Artuur B. Dana, president of the 
Chicago Fuse Mfg. Co., 1014 West 
Congress street, Chicago, Ill., an- 
nounces the purchase of the Otis Ele- 
vator Co.’s plant at the southwest 
corner of 15th and Laflin streets, Chi- 
cago. The building has a two-story 
factory and four-story office section, 
with a frontage of 140 ft. on Laflin 
street and 3860 ft. on 15th street. 
William W. Merrill, Vice-President 
and Treasurer of the company, states 
that their business has entirely out- 
grown their old quarters. The growth 
of the company, in view of the tech- 
nical and exclusive nature of its busi- 
ness, is regarded among Chicago 
manufacturers as phenomenal. Its 
products have a world-wide distribu- 
tion. During the company’s 31 years 
of existence it has come to be one of 
the largest manufacturers of fuses 
and switch boxes in the country. The 
new building will be remodeled to 
meet the purchaser’s needs and the 
layout will be such as to incorporate 
the best modern industrial engineer- 
ing practice. With the additions con- 
templated, the buildings and equip- 
ment will represent an investment of 
substantially $500,000. The company 
expects to be operating in its new 
location by May 1. 


“Wuat Wovutp You Do?” is the 
title of a small four-page folder being 
distributed to the various branches of 
the electrical trade channels by the 
Cutler-Hammer Mfg. Co. of Milwau- 
kee, Wisc. It contains a little story of 
merchandising illustrated with an ac- 
tual incident in another field, reciting 





WHAT THE WIRE SKINNER DOES When Selling Wire 








Sell P. & G. Wire Skinners 


Wire is used for all pur- 
poses. This little hand tool 
accomplishes big jobs. 





One-Third Actual Size. 














THE P. & G. WIRE SKIN- 
NER is a tool designed to 
accomplish difficult jobs, such 
as splitting duplex wires with 
one pull, as shown in cut No. 
1. Cut No. 2 illustrates re- 
moving the insulation from 
the wire. Cut No. 3 scrapes 
wire clean, ready for solder- 
ing. 

This tool can be used on 
insulated wires up to No. 4 
inclusive. It should be in the 
hands of every telephone and 
telegraph workman, power 
and central station, garage, 
manufacturer of electrical de- 
vices, contractors and dealers. 
Electrical supply and hard- 














ware jobbers should find a big 
outlet for it. 

You will receive immediate 
calls for this article, so get 
posted and boost a good tool 
along. 

The established resale price 
on this tool is $1.25 each, net. 
Dealers and jobbers are as- 
sured a legitimate margin of 
profit. 


PAUL W. HERBST 


Sole Distributor 
180 N. Dearborn St., Dept. 4 
CHICAGO, ILL. 

















Reducing the “H.C.L— 





Are we helping? 
“We'll say we are” 
when we offer you 
this magazine 18 


months for $1.00. 








See full particulars on page 79. 
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ABSOLUTE 
PROTECTION 





TO 
JOBBERS 


--- Whether 
anyone 
is 





watching | 
us | 
or | 
not 


That is the policy 
under which we sell 


WAKEFIELD 
“RED SPOT” | 
SUSPENSIONS 


for high powered 


Commercial 
Lighting 
Units 


Price—the lowest. 





Quality — the high- 

est. 

Delivery — now 
prompt, though we 

cannot tell how long 
this condition will | 
last. 


Write for schedule 


The 
F. W. Wakefield 


Brass Co. 


Vermilion, Ohio 

















the experiences of a dealer who re- 
ceived ten times as many fountain 
pens as he ordered and how he dis- 
posed of that number in five days. It 
asks, “If your jobber sent you five 
standard packages instead of five car- 
tons would you send them back in an 
irate mood or capitalize on the situa- 
tion?” The point is good and it 
brings out the value of intensive mer- 
chandising. 


IN oRDER TO Give their Spartan 
Duplex Receptacle a more finished 
appearance the Bryant Electric Co., 
Bridgeport, Conn., has brought out a 
device of similar construction with the 
same but having individual 
hinged doors over each receptacle. 
The receptacle will be known as No. 
125 and the plate as No. 579. 


name 


For THOSE POLYPHASE MOTORS 
which cannot be connected directly to 
the line without causing a hazardous 
rush of current, the Cutler-Hammer 
Manufacturing Co. of Milwaukee, 
Wisc., have produced a starter in 
which one step of resistance is pro- 
vided in each of the three phases dur- 
ing starting, giving the motor 60% 
of line voltage and an inrush of ap- 
proximately three times full load cur- 
These starters are designed for 
standard polyphase squirrel cage 
motors of from 1 to 10 H. P. capacity 
and can be used on any voltage not 
exceeding 550. These starters can 
also be furnished for two phase four 
wire circuits though an additional 
knife switch is then required to en- 
tirely disconnect the motor. 


rent. 


To ELIMINATE entirely the old 
drudgery of hand churning and to as- 
sist the housewife in lowering the 
H. C. L., the Holland Manufacturing 
Co., 129 North Wells street, Chicago, 
Ill., has produced the “Holland Elec- 
tric Butter Maker’, a portable house- 
hold type of churn, operating on the 
old stick-and-dash principle. Since 
only a small ;5-hp. motor is used 
the manufacturer says the cost of 
operation for each churning is but 
one-half a cent. It has an unique 
gear construction, is compact, simple 
and easy to operate. 


Tue “Wayne Rocker”, an elec- 
trically driven rocker type of washing 
machine, has been placed on the mar- 
ket by the Wayne Manufacturing Co., 
St. Louis, Mo. The manufacturer 


says that one advantage embodied in 
this type of machine is that no pro- 
jections are necessary and thus the 
danger of injuring delicate fabrics is 
eliminated. There are but 17 moving 
parts to the machine which adds to 
the simplicity of its construction. 


Consotipatep Utitities Corpora- 
TION of Chicago now announces its 
new style 1 kw. Matthews lighting 
and power plant. A radical change 
has been made in the cooling system, 
the old style tank having been re- 
placed by an automobile-type of 
radiator. The switchboard also has 
been condensed which makes the unit 
a great deal more compact. The 
Matthews plant is full automatic. 


For REMOVING stencil marks from 
shipping boxes and barrels, for sur- 
facing floors, desk and table tops, and 
for other similar uses, the American 
Fleor Surfacing Machine Co. of 
Toledo, O., has developed its ‘““Amer- 
ican” electrically driven hand sander. 
A 1-hp. motor, on a light movable 
truck drives through a flexible shaft 
a metal sanding head, covered with 
felt over which is placed sandpaper. 


A New vertical cylindrical electric 
dishwasher has been incorporated as 
a part of the kitchen sink and placed 
on the market by the Dunn Manufac- 
turing Co. of Chicago. Two per- 
pendicular revolving paddles throw 
the water between the dishes, which 
remain stationary toward the center 
of the washer. The outfit may be fur- 
nished in a 6000-dish capacity for use 
in restaurants, hotels, hospitals, etc. 


A unit-tyPE high-tension single- 
phase equipment for farm service has 
been developed by the Delta-Star 
Electric Co. of Chicago and com- 
prises a two-pole switch with choke 
coils, fuses and lightning arresters, 
the switch being operated from the 
ground level. 


To osviaTe the possibilities of a re- 
flector becoming loose and dropping 
from its holder the National X-Ray 
Reflector Co. of Chicago have devised 
a shade holder which grips the re- 
flector firmly with equal pressure at 
all points on the periphery of its neck. 


SMALL DIRECT-CURRENT MOTORS in 
1/6-hp. and 1/4-hp. sizes having 


splash-proof housings to protect the 
winding and live parts from water or 
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HE HOME ELECTRIC 
WASHER will yield golden 


profits to you. 






Familiarize yourself with the merits of 
our machine. Investigate it from every 
angle. Then you will realize that it will 
mean big profits to your house and to 
you to sell “Home” Electric Washers. 


Prestige—workmanship—service—co- 
operation—and other sales helps are 


what we place at your disposal. 













Home Washers mean absolute safety 
and spotless, snow white clothing. Our 
swinging wringer assures an easy ap- 
proach to rinsing and bluing tubs re- 
gardless of cramped conditions. 










Substantial Profits are constantly being 
made by leading houses. Better write 
for our selling plan today. 


Clk 


HOME ELECTRIC WASHER 


Marketed on a co-operative selling plan that safe- 
guards and boosts the dealer to the utmost from in- 
quiry to his receipts on sales. Write for particulars. 


THE THISTLE MANUFACTURING CO. 
5716 Armitage Ave. | CHICAGO, ILLINOIS 
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WHAT DO YOU WANT 10 KNOW? 








A 


THE JOBBER’S SALESMAN 


has inaugurated a Question and 
Answer Department for the conven- 
ience of its subscribers. 


What do you want to know? 


Don’t hesitate to send in your 
questions, no matter what their na- 
ture may be. If we haven’t the in- 
formation in our files we will obtain 
it for you. 


This service is without charge. 


Inquiries will be held in con- 
fidence if desired. 








THE JOBBER’S SALESMAN 


ADDRESS 
QUESTION AND ANSWER DEPT. 


1018 S. WABASH AVE. 
CHICAGO 





accidental contact have been placed 
on the market by the Westinghouse 
Electric and Manufacturing Co. of 
Pittsburgh and are known as type 
COH. They are intended to be used 
for light domestic and industrial pur- 
poses. 


Tue Aretna Exectric APPLIANCE 
Co. of Boston, Mass., has placed on 
the market two styles of “Hotvent” 
electric water heaters for heating the 
water in boilers of residences. One is 
known as the kettle-drum type and is 
installed outside of the boiler, where- 
as the other is called the tank-insert 
type and is placed inside the boiler. 


A LONG FELT WANT has been filled 
in the form of a new electrically 
driven dishwasher which the Whirl- 
pool Manufacturing Co. of Philadel- 
phia has developed. It is cylindri- 
cally shaped, compact in design and 
is supported by three legs at the base 
of which is a triangular base, mounted 
on three castors, rendering the device 
portable. Between the legs and un- 
derneath the container is the motor 
which supplies power to the agitator. 
It is claimed that in a few moments’ 
time, the device will cleanse china, 
glass and silverware at one time, rinse 
and sterilize them with boiling water, 
and dry them by the heat held in the 
container. 


A saFETY DEVICE for the removal 
and replacement of cartridge-fuses, 
ranging from 14 to 11% ins. in diam- 
eter, has been developed by the Bush 
Electric Co. of Cleveland, O. The 
device is similar in construction to a 
pair of pliers and is made of special, 
extremely tough insulating material. 


Tue UNpDERWRITERS LABORATORIES 
have approved a new time and labor 
saving switch-box and base-board re- 
ceptacle support which is being put 
out by the E. & B. Manufacturing 
Co. of Detroit, Mich. These supports 
are of a bracket nature and triangular 
in shape, one side attaching to the 
box, the other to the building. 


Deemine the use of a screw driver 
and knife unsatisfactory and inade- 
quate for removing the compound 
from storage batteries when repairing, 
the Service Station Supply Co., 30 
East Larned street, Detroit, Mich., has 
developed an electric oven known as 
“Hyrate’ for this purpose. The 











THE soBBER'S ff] SALESMAN 


101 











Something New— 





a 
SPLICE INSULATORS 





For Use on End-Splices at Outlets, 
in Junction Boxes and the Various 
Fittings of Conduit, Cable and Metal 
Molding Work; on Terminal Splices 
in Motor Leads and on Splices in 
Fixtures. 






G LOL 
2 


Here is a New Specialty 


LABOR-SAVING, electrically and Be 
mechanically perfect splice  insu- FINISH WITH CLOTH TAPE, AS USUAL, 

















lator that fills a long felt want. FROM A TO TIP AND BACK TOA. 
Every contractor, every wireman, every 
industrial plant, every ship-yard, every Note These Advantages 
fixture manufacturer will instantly see the 
inherent advantages of the ELASTICAP THE ELASTICAP 
splice insulator, made of new code rub- Saves Time and Labor; 
ber. Is Ready for Instant Use; 

Is Neat, Compact and Positive; a 
The 2 No. 14 size of Elasticaps are of great Has Vitality, Toughness and Elasticity ; 
time-saving and protective value in fixture Insulates Entire Splice With One Twist; 
work. Grips the Splice Tightly; 

Prevents Grounds and Short Circuits; 

It just requires a single twist—not over 3 sec- Reduces Fire Hazard. 


onds’ time—and you have a snugly fitted, prop- 
erly insulated splice. Think of the time, labor and material saved as compared to the old method of apply- 
ing rubber tape to end splices. i 


ELASTICAPS are now a recognized safety factor in house-wiring and other installations, and the Under- 
writers’ official approval, after test, means not only value and merit, but that the high quality must be 
maintained. 


_ —_——E 


Quick Sales and Attractive Profits 


Do these features appeal to you jobbers and salesmen? Then learn about the ELASTICAP. Simply show it 
to your customers. They will do the rest. ; 


ELASTICAPS are made in two standard sizes: 


1. For splices of 2 No. 14 wires and smaller. 
2. For splices of 2 No. 10, 2 No. 12, or 3 No. 14 wires. 
They are packed 100 in a carton. 


ELASTICAPS are approved by the Underwriters’ Laboratories, Inc. 


Descriptive literature, prices and samples will be gladly sent you on request. 


THE ELASTICAP COMPANY 


HOBOKEN, NEW JERSEY 
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The MacGillis & Gibbs Co. 
Milwaukee, Wis. 


























Hotel Radisson 
Minneapolis 


In the Heart of 
the Retail and 
Theatrical Dis - 
trict. 


450 Rooms at Moderate Rates 
4 Large Cafes 


The Largest and 
Most Complete 
Hotel in _ the 
Northwest. 














See 


Liberal 
Subscription 
Offer 
Page 79 











manufacturer says that the oven will 


evenly soften the compound on the 
battery without injury to other parts. 


Tue F. W. Waxerietp Brass Co. 
of Vermilion, O., announces a series 
of commercial fixtures for use with 
Ivanhoe Ace, Phoenix and other re- 
cently designed glass units, incorpo- 
rating the use of high-wattage lamps. 
The unit is designed to be dustproof. 


A New electrically operated clothes- 
washing machine, having an oblong 
tube and two vacuum cups to combine 
the advantages of the vacuum and agi- 
tation principles, has been placed on 
the market by the Rue Nelson Co. of 
Amboy, Minn. 


A TUNGSTEN LAMP called the G-M 
tungsten switchboard lamp is being 
put out by the Lord Manufacturing 
Co. of New York City to meet the 
need for a more efficient article of this 
kind. They are made in two sizes, a 
T6, and a wider T8. 


Tue Campsett Exvecrric Co. of 
Kansas City, Mo., is bringing out a 
new electric storage battery which 
claims as a feature an unbreakable 
and unleakable terminal post. It also 
has a large vent-plug hole to facilitate 
refilling and make possible the use of 
an especially constructed vent plug. 


A FULLY AUTOMATIC, 110-volt, 750- 
watt farm lighting plant, incorporat- 
ing no storage battery in its construc- 
tion, has been placed on the market 
by the Automatic Light Co., Inc., of 
Ludington, Mich., as an improvement 
on the plant heretofore known as the 
“Alco”. A single cylinder, four-cycle 
engine is direct connected to a genera- 
tor having a double commutator, giv- 
ing six volts at one end and 110 volts 
at the other. The current from the 
low-voltage commutator charges a six- 
volt storage battery, used for starting 
and ignition purposes, while the 110- 
volt commutator supplies current for 
the light and power circuit. 


A RECENT INVENTION in the way of 
electric lanterns has been brought out 
by the Inland Electric Co. of Chicago. 
Instead of using dry cells this lantern 
employs a_ storage battery with a 
miniature automatic charging panel 
which permits the battery’s being re- 
charged without removing it from the 


case. 


AMERICAN LINE // 
MATERIALS CO. / 


| CROSSARMS | 
THAT LAST 
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ASK YOUR DEALER 
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Successor to 


AMERICAN CROSS- 
ARM COMPANY 
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POLES 


NATIONAL POLE CO. 


Escanaba, Mich. 


220 Broadway, 2844 Summit St., 
New York Toledo, O. 


Rialto Bldg., 


San Francisco, Calif. 


isu ne 

















Cedar Poles 


Butt Treating 
Open Tank Process 
nan 
The Valentine-Clark 
Company 
Spokane, Wash. 


Minneapolis Chicago Toledo 











CEDAR POLES 


Northern 
White Cedar 


Western 
Red Cedar 


Plain or 
Butt Treated | 


T. M. Partridge 
Lumber Company 


Minneapolis, Minnesota 
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Tell Him His 
Apparatus Has 


Doubled in 


That He Must 


Double His 


Lightning Protection 





Garton-Daniels 
Arrester 





PHILADELPHIA 
17th and Cambria Streets 


ANNAN 










Value; 


and 


This year you have a big selling point for Garton-Daniels and 
Keystone Lightning Protective Apparatus. Tell your Central Sta- 
tion and Electric Railway customers that their apparatus has 
doubled in value and repair costs have greatly increased in cost 
and that they should double their lightning protection. They 
know that the Garton-Daniels arrester has been in service for 
over a quarter century and that it is the most reliable and efficient 
arrester for protecting their important apparatus. And you should tell 
them that the Expulsion Arrester is principally for the protection of 
transformers. Get your customers to protect each transformer with an 
Expulsion Type Arrester and you've got good steady business. Convince 
him that his apparatus is of such great value that it is worthy of the 
small amount of capital required to buy lightning protection. 

Sell him Garton-Daniels and Expulsion Type Arresters and you will have 
a satisfied customer—always. 

Catalogs and circulars are being sent to your house. 


Manufacturer of Railway Material and Electrical supplies 
NEW YORK 
50 Church Street 


Sell Him 
Garton -Daniels 


LON 


a 





Expulsion Type 
Lightning Arresters 





Expulsion Type 
Arrester 


Exectric SERVICE SUPPLIES Co’ 


CHICAGO 
Monadnock Building 
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NATIONAL PRODUCTS 











FOR 


Quality Electrical Work 


The jobber’s salesman is keenly interested in having his 
Contractor-Dealer customers do quality electrical work. 
A quality job creates permanent good will on the part of 
the consumer, which in turn creates future business for 


both Dealer and Jobber. 


SHERARDUCT, the Sherardized Steel Conduit, Economy 
Black Enameled Conduit, NATIONAL Metal Molding, 
FLEXTUBE Non-Metallic Flexible Conduit, FLEXSTEEL 
Armored Conductors, LIBERTY Rubber Covered Wire, 
NATIONAL Brackets, Outlet and Switch Boxes and 
other National Products insure installations of the highest 
quality. 


Our advertising in electrical publications is showing the 
Dealer how National Products are a real help in building 
his business. This advertising creates a demand that the 
jobber’s salesman can turn into orders. 


We are always glad to help our good friends—the job- 
bers’ salesmen—by supplying their customers with Bul- 
letins, literature and any special advertising or merchan- 
dising help they may require. 


NATIONAL METAL MOLDING CO. 


PITTSBURGH, PA. 
OFFICES IN PRINCIPAL CITIES 

















DUMORE* 


An Unusual Tool— 
dn a Constantly 
Widening Mar ket 








HE long profit in DUMORE Grinders is 
not the only thing which should recom- 
mend them to wide-awake salesmen. Be- 
sides this is the fact that shops equipped with 
the DUMORE are daily finding more uses to 
which the grinder may be put. As a result 
they are enthusiastic about this _ tool, 
they talk about it not only in their own shop 
but among men from other shops. 

























There is no better advertising than this— 
the name of the tool is making itself known 
among the men who use it. 








But we do not depend on this alone. Single 
and double pages monthly in the leading trade 3 . 
papers and convincing, attractive mailing gcach, "10,000 HCP. 
pieces are constantly widening your market. 
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This is high class business, based on an 
honestly made, practical and necessary tool, 
and backed by a definite, result-getting sel- 
ling plan. 











Our proposition will interest you. 







COMPANY 
Wis. 


WISCONSIN ELECTRIC 
8321 16th Street — Racine, 
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To Our Good Friends 
The Jobbers’ Salesmen: 





¢ 

During the past decade when there has been a disposition on the 
part of many to question the necessity of the middleman in the 
distribution of commodities, it is very gratifying that the Elec- 
trical Supply Jobbers have, by constructive effort, proved, be- 
yond question that they perform a most essential economic func- 
tion in the industry they serve. The Jobbers’ Salesmen, going out 
into the highways and byways with the electrical message, are 
today a leading force in promoting the “do it electrically” idea. 
Efficiency, economy and a more general participation in the com- 
forts of modern life follow wherever the Jobber’s Salesman 
blazes a trail. 


As a company which has from the beginning had the faith to 
stake its future on the service of the electrical jobber, The 
Robbins & Myers Company is especially glad to welcome as an 
added factor in the industry, “The Jobber’s Salesman,” this 
new publication dedicated to the purpose of helping the sales- 
men of the electrical jobber in their important work. 


In this same space in each issue of this publication, we expect 
to present to you salesmen of electrical merchandise, facts con- 
ceruing R. & M. products and service which we hope will be 
helpful to you. As the R. & M. Company to no small degree, 
owes its success to the co-operation we have been able to give 
and receive from the jobbing trade, we are glad indeed, to have 
this splendid opportunity to keep in closer touch with you. We 
hope it may result in an even greater degree of mutual helpful- 
ness than has obtained in the past. 


C. F. McGilvray, Pres. W. J. Myers, V.-Pres., W. A. Myers, Sec’y. 





H. E. Freeman, Treas 
W. W. Mumma, E. Newnham, C. H. Clark—General Sales Committee 


The Robbins & Myers Company 





